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Q(Reuben Metz 
whose store in Chi- 
cago is a service sta- 
tion for men’s shoes 
in street, dress and 
sport, is nationally 
known as a director 
of the National Shoe 
Retailer's  Associa- 
tion and has been in 
the men’s shoe busi- 
ness for thirty years. 
He may be in one of 
the judge’s corners 
in the coming 
world’s heavyweight 
boxing championship 
fight. Every day he 
may be found in his 
West Washington 
Street store, Chi- 
cago, writing letters 
to customers as far 
away as Oslo or per- 
haps okaying a check 
for a bowling team’s 
entire foot equip- 
ment. As they say 
in Chicago—‘‘Have 
you met Metz yet?” 


People Need Shoes 


The public is not going barefoot, 
they all need shoes, and it is up to you to find out just what kind you must carry 
for them and also to interest new customers. 

Don’t get panic-stricken; everybody is not buying price. There are many 
wanting quality merchandise, and will buy it if it is properly shown. 

Remember that there is a thousand times more competition in cheap shoes 
than there is in quality footwear. The trouble with most stores and salesmen 
is that they emphasize price too much and not comfort, quality and wear ; which 
is the big thing in footwear. 

Stick close to your business, keep in touch with your trade, buy fewer lines 
and styles, keep them sized up well, add a little more to your advertising, and 
don’t forget that you or I have not seen anyone going barefoot yet. 

People will always wear shoes, so it is up to you to find out what they want 
and sell them that kind. 

Every man must analyze his business and if he is going to cater to the cus- 
tomer that wants price above everything else, he must sell that class of mer- 
chandise. On the other hand, if he is in a quality location and is catering to 
people who want good shoes that will give them comfort and wear; that is the 
kind of shoes you must sell. 

Forget the cheap price demand, and line up your windows and store to bring 
out the class of your merchandise and service. 

There is a saying “Follow the Crowd,” but in following the crowd who are 
looking for price, price, price; you will find many that may go along with them 
for a while, but they will soon turn back and buy quality merchandise which 
gives them comfort and service. 

“BUSINESS IS GOING TO THE DOGS,” but the dogs in this case are 
your feet, and they must be shod; so wake up and get set to do a good and 
profitable business this year. 

Thousands of men are seen without hats, and this greatly affects the hat 
stores, but everybody wears shoes, so it is up to you to sell them. I find that 
men will come to a store that is well lighted, kept clean, salesmen alert and 
real service given. 

Display your shoes right, and the right people will buy your shoes. 

ReuBen Metz of Chicago. 
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l, is a matter of common 
knowledge to us all that, other factors being normal 
the success of any enterprise is dependent wholly on 
the individual or the organization behind it. There is 
nothing new in this thought, and I believe we all 
agree that whether the individual be a merchant, bank- 
er or industrialist, unless he is endowed with the fun- 
damental principles of enterprise, initiative, intelli- 
gence, plus a thorough knowledge of his business or 
vocation, he labors under a tremendous handicap in 
the modern business world. It is usually the lack of 
these fundamentals or the necessary knowledge that 
is responsible for the many failures in the business 
world. There is no room today for the inefficient, un- 
intelligent merchant. The demands of modern busi- 
ness are too great for the unprepared and uninformed. 
They become a burden and add to the costs of dis- 
tribution. 

Does the average independent merchant possess 
the qualifications that enable him to meet the highly 
organized competition of the chains’ system? Does 
the efficient merchant possess sufficient business acu- 
men and appreciation of his own power to counteract 
the chains’ advantages of capital, scientific organiza- 
tion, management, and mass buying and selling capac- 


THE 


INDEPENDENT 


FIGHTS BACK 


ity? Can the independent, with his limited buying 
power and his limited sales volume compete success- 
fully against the low price policy of the chain? 
Sixteen years ago, after I had completed my first 
chain store study, in summing up the advantages the 
chains then enjoyed over the independent retailer in 
organization, store location, buying, selling, sales man- 
agement and personnel, accounting, etc., the conclu- 
sions I reached were, in effect, that thefe was approxi- 
mately not one advantage the chain was then enjoying 
which could not and would not be duplicated in time 
by the independent retailer. Even in the matter of 
price competition the independents would organize 
into associations and pool their buying power to equal 
ize the chain’s advantage. Completing my secon 
chain store study this past year, the results of which 
have been appearing in a series of weekly articles in 
Printers’ Ink, and which will soon be published in 
book form, I find that the independent retailer is not 
only overcoming all the advantages which the chain 
is presumed to enjoy, but is creating advantages for 
himself which the chain store is not able to offset. In 
a word, the real merchant is making use of the price- 
less weapon of personality, which he long neglected, 
and which the chain, even with its high-powered or- 
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POWER OF PERSONALITY 


“The independent retailer is not only overcoming all the advan- 
tages which the chain is presumed to enjoy, but is creating-advantages 
for himself which the chain store is not able to offset. 
real merchant is making ‘use of the priceless weapon of personality, 
which he long neglected, and which the chain, even with its high- 
powered organization, has so far not been able to develop.” 


In a word, the 


So says M. M. Zimmerman, advertising and merchandising counsel, 
who has made a series of exhaustive studies of the subject of chain store 
distribution, and whose most recent.conclusions point to a very definite 
trend in favor of the well managed independent store. 


ganization, has so far not been able to develop. ‘This 
personality, this indefinable good-will building asset, 
this ability to make the personal appeal, to render the 
special service, which the chain has so far not been 
able to transmit to its store managers, is the strongest 
and most effective weapon the independent has today, 
to. meet the chains’ price competition. It is more 
powerful than the price appeal and the organized and 
highly efficient management methods of the chain. 
The records of my survey abound in evidence to show 
that the live wire merchant who has converted his 
personality into his stock in trade; who has taken ad- 
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M. M. ZIMMERMAN 


vantage of the many good’ features in chain mer- 
chandising, is not worrying much about chain com- 
petition. I have records of independent merchants 
who will open a store next door or across the street 
from a chain, because they find it good business. 


What has worried most independent 
retailers, and has been the biggest bugaboo in the 
whole chain-independent controversy, has been the 
chain’s tremendous buying power. Ask the average 
independent merchant what constitutes the biggest 
handicap or disadvantage he has in competing with 
chain stores and nine out of ten will promptly reply 
that the one great obstacle is the buying power of the 
chains. That is almost the universal acceptance of 
the situation insofar as independent retailers are con- 
cerned. 

Let’s compare the advantages and disadvantages of 
the chain store with the independently owned store, 
and what do we have? The chain combination offers 
(1) standardization, stock simplification, and a well- 
planned program; the establishment of a definite 
source of supply; a well-defined advertising and sales 
promotion program, and the power to execute it in 
accordance with the policy and instructions of a man- 
agement organization. The disadvantages of this com- 
bination are a tremendous supervisory organization, 
involving considerable expense and red tape to safe- 
guard the assets of each retail unit, a large central and 
traveling auditing department, burdensome account- 
ing records, all of which involve heavy overhead; a 
general supervisory system of checking and recheck- 
ing efficiency of employees, which tends to limit the 
initiative of its retail managers; no close tie up with 
community interests; and a general policy of cen- 
tralized control, which keeps the personnel under 

[TURN TO PAGE 58, PLEASE] 
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if 1. Store appearance and merchandise displays. 
2. Analysis of store’s potential trade area. 

3. Systematized mailing list of customers. 

4. Style knowledge among retail salespeople. 
>. Newspaper and direct mail advertising. 


Sales Promotion for Spring 
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By R. E- ANDRUSS 


The planning of a well- 
rounded promotion plan for spring selling should in- 
clude the careful consideration, preparation and co- 
ordination of five important factors. Each of these 
five factors contributes definitely to Getting More 
Shoes Sold Right. To neglect any of them decreases 
your opportunity to do more spring business. 

The shoe merchant who tries to get by with a run- 
ning broad jump from sample room to fitting stool is 
going to be out of luck. This is a come-back year. 
Progressive stores are going ahead—they’re on the 
march. Their well-planned aggressiveness will take 
business from the store that is careless. 

1. Store Appearance and Merchandise Displays. 
Be progressive and look the part. No one expects to 
find a merchant who is up on his toes in a store that 
is down at the heels. 

No one looks for smart shoes in a shabby store. 

No one expects progress where there is no change. 

Even if a store is old it can be attractive, interest- 
ing and inviting. Easily and inexpensively. An old 
store I call on had a sorrowful front. It’s two old- 
fashioned bay windows looked shabby—sick. 

I suggested painting the outside woodwork a gleam- 
ing white, with black lettering on the sign. Then 
came a two-inch band of dark green around the edge 
of the glass, inside, with an edging of silver. Green 
and black linoleums on the floor of the windows. Com- 
po-board panels in a simple modern arrangement, 
painted white, with a simple decorative design in 
green, black and orange, made an effective back- 
ground. Modern box-shelf fixtures of three-quarter- 
inch white wood painted green and orange with black 
edges completed the setting. 

The good work can be carried into the interior of 
an old store through rearranging the seats, using paint 
on old fixtures, linoleum on old floors, getting sur- 
plus stock off the ledges, using uniform boxes with 
neat labels to fit the color scheme, and emptying sev- 
eral shelf sections to give display space. 

Even in the modern store there should be newness 
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—decorative color spots—new spring decorations to 
give the springtime atmosphere. 

Window displays should be studied and planned 
to emphasize IDEAS. For example, a unit trim 
of patent leather shoes before a panel bearing the 
sign—‘Patent leather shoes meet the mode of ‘glossy’ 
accessories.” Or a group of walking shoes—‘These 
are the shoes to wear with tailored clothes of spring.” 


Monotony in display is dangerous. 
Even an expensive background becomes stale to the 
one who sees it time after time without change. 
Painted panels in modern metal frames allow a fre- 
quent and easy change. Painted compoboard settings 
and modern fixtures made of painted wood give inex- 
pensive newness and variety. 

All of this is a part of SELLING! Without an 
interesting and inviting setting even the best shoes 
lose out. Without ideas, windows lose much selling 
power. Both are important parts of a well-rounded 
plan for 1931 promotion. 

2. Analysis of Trade Area. Guesswork is the 
most expensive luxury in business—yet the cost of 
accurate knowledge regarding your trading area is 
not great. Much of the actual work can be done by 
people from your own store in the quiet season. 

A simple plan is to divide your town (or trad- 
ing area) into sections—then check one section at 
a time to see if those in that section who should 
be, are your customers. To do this the “business 
census” idea is exceedingly practical. 

One store that did this printed 3 x 5 cards (Fig. 
1) as reproduced here (with slight changes). <A 
salesman, not an old one, was assigned to make door- 
to-door-calls. When his knock was answered he cour- 
teously said that Mr. Blank of Blank’s store wante:! 
to see if it could be made of greater service to the 
community, and to that end was taking a completc 
census of the community. 

After obtaining the names and ages of the various 

[TURN TO PAGE 66, PLEASE} 
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No. 1 of a Series of 
Definite Style Sugges- 
tions by Madame 
Hamilton Jeffries, 
Fashion Editor, Boot 
and Shoe Recorder— 
For VOLUME and 
POPULAR PRICE 
GRADES. 
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When She Wears Prints 


With the First Flush of Spring 


Thousands of business girls must 
dress for the ten-hour day. Price, color and fitness enter into the buying, 
but durability is also being considered this season. 

The moment the winter is three-quarters over, the printed silk dress floods 
the market. For the past three seasons the first prints were on variable 
backgrounds and the patterns were covered and geometrical. This season 
the patterns are floral and scattered with much of the black dark blue or 
brown backgrounds showing especially in the volume silks. 

These dark backgrounds always hail the vogue of the black shoe. Many 
daytime and business frocks are black coatlike dresses combining under- 
blouse or scarfs of brilliant plaid with green or red. Green or red, especially 
when combined with black, also heralds the black shoe. Hence, it is reason- 
able to assume that black footwear will continue through Easter. 

While many fashionists claim that prints are passing in high fashion, the 
American woman of moderate income will always wear a print because there 
is nothing to take its place. When the merchant is choosing his footwear, 
especially for the summer season, he should key in his first black sellers with 
the first of the spring dresses. 

We picture a shoe on this page which is a safe pattern for the first shoe. 
The theme of the shoe is so well worked out that this shoe may be worked 
out satisfactorily in all grades. = 

Many printed silks are coming through on chocolate brown backgrounds 
with white floral motifs. The chocolate brown short coat completed the cos- 
tume with which either white or brown shoes may be worn. The blue cos- 
tume may be worn with the blue, beige or swagger tan footwear, according 
to the character of the costume. 

Some navy blue will be worn with a black shoe but the lighter blue printed 
silk, which many times uses white or gray in its composition, needs the blue 
shoe to complete the costume. 

In summing up the first note of spring, let us put it this way: black shoes 
until Easter; snakes in popular grades; blue and combinations; top grades, 
Calcutta lizard; brown beige and gray beige. 
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WHY GIVE PR 


Maybe someone can tell us why 
shoe retailers do some of the inconsistent things they 
do in the name of good business. Why fight for 
profits with one hand, and throw them away with the 
other? Just because this may be the usual practice 
with other retailers, is that sufficient excuse for an- 
other merchant to do the same thing? Because one 
man chooses to conduct his business at a loss, is it 
wise for his competitor to do likewise ? 

Why, oh why, do we allow 10 per cent discount to 
School Teachers—a well-paid class, well able to pay 
the full price for any merchandise they may want 
to buy? 

Why do we give professional people—Doctors, 
and Doctors’ wives, and Social Workers—another 
10 per cent discount ? 

Why do we do the same with Policemen, Firemen, 
City Employees—all earning a dependable salary, no 
matter whether it rains or not? 

Why do we present Nurses with another slice of 
our legitimate profits ? 

For that matter, why do we continue to be stam- 
peded into running a sale just because someone else 


is doing it? 











Do these policies bring us more business? Some- 
times they do, but just as often they don’t; and most 
certainly they diminish our net profits. 

Many of us believe this discount business is nothing 
more nor less than an economic injusti¢e, and the 
chances are that the School Teacher, as’she separates 
the ten-dollar bills from the twenties in her purse. 
rather feels the same way. 

Why should the well-paid, well-educated school 
teacher pay one-tenth less—while the shop girl and 
the hard-worked housewife pays regular price, and 
no shoe laces thrown in? If the merchant wants to 
distribute some of his profits, he would be doing bet- 
ter to reverse the procedure, surely. It isn’t fair to 
the average customer, and it isn’t fair to anybody! 

Much is being written about what the shoe business 
needs—and what shoe merchants should do. It seems 
to this humble observer that what the shoe business 
needs more than anything else is more retail mer- 
chants who will stand solidly on right economical prin- 
ciples, and not be stampeded into following every 
cut price sale and every discount stunt that is pulled 
to attract temporary business and publicity. 

Surely the burden of experience and the stories of 
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Y IN DISCOUNTS 


To Professional Discount Diggers? 


There is an economic injustice in giving discounts to a 
selected group who nominate themselves as “profes- 
sional people.” The courageous merchant supplants in- 
telligent merchandising to attract this trade—saving 


profits, customers and business regard. 


past success are all too clear. No one pities the store 
keeper if he does business at a loss—and there are a 
lot of them in that class today. On the other hand, 
everyone respects the merchant who holds to his fair 
margin of profit. We all sing the praises of the man 
who can make money honestly, but we certainly don’t 
admire the man who can’t make his business pay, no 
matter how cheap he sells us shoes! Neither are there 
many stories in Success Magazine about the store 
which is always running a Sale. 


, weeks ago, the writer 
was walking down one of New York’s busy side 
streets, off of Fifth Avenue—beautiful sale signs and 
sale banners everywhere. Seven shoe shops on this 
block were running sales, and one shop wasn’t. 

Would you believe it? The lone shop was doing 
more business than any one of the others! 

Why? For 10 years, this store had never had a 
sale, and its customers didn’t expect one, and didn’t 
want one! 

It is true that if this had been a new store in the 
midst of 7 stores running sales, it probably would 
have had but few customers. However, now that it 
has established a reputation, this store holds its trade 
—7 sales, or 70 times 7 sales—because its policies are 
known. 

Put yourself in the shoes of that new merchant. 
Should he run a sale like the others—should he give 
discounts promiscuously—or try to establish an out- 
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standing reputation along other lines? To the extent 
of his courage will be measured the extent of his 
success ! 

The shoe man of abounding courage is marking his 
merchandise at a fair price, and will keep it there 
until he is satisfied it is time to change. The uncer- 
tain merchant will sell at the most attractive price— 
and give 10 per cent discount on top of that—any- 
thing to keep up volume. At the end of the year, 
he has lost money, and faces the new year with no 
policy and no reputation, while very likely, the first 
merchant will have made a little money besides having 
established himself in the respect of his customers. 

Many stores send out representatives to bring in 
the Nurses’ and the Hospital trade. Most of them 
offer a discount, but a few stand out from the crowd 
—and they get their full share of the business just 
the same. In fact, in one case, a shop for years has 
heen doing a very large Nurses’ business on fine 
quality shoes, refusing to allow the customary 10 per 
cent off. A year ago, this house decided it had better 
fall in line and allow the discount. \Vould you believe 
it—their business today is considerably smaller than 
it has ever been. The discount didn't sell the shoes, 
did it? 

Getting back to this new merchant; if he goes out 
after School Teachers’ business in the proper way, 
he can get just as much trade whether he allows 
10 per cent or not—perhaps more ! 

If he decides to solicit the Nurses, he can get just 
as much business at regular price as he can get by 
allowing a discount. The Nurses want comfort and 
service, and if they like his shoe, they'll buy it, just 
the same as any other human beings. 

The same with Doctors and professional trade. 
You don’t have to give a real Doctor a discount; if 
you do, you’re apt to insult him. And that has been 
done more than once. 

[TURN TO PAGE 68, PLEASE] 
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TELL THE PUBLIC: “CHANGE YOUR 


SHOES TWICE A DAY—SEE YOUR SHOE 


MERCHANT ONCE A MONTH” 


Six Weeks 
Selling Season /°nger selects 
foresight unseen 


* —if you get 
what we mean. 
He must think in terms of “what 
will she wear in dresses” and “what 
will she buy in shoes to go there- 
with.” The buyer must know the 
source of style impulse its rate of 
acceptance, its fashion tuning and 
timing. Also, this fashion valuation 
of footwear necessitates a policy of 
flexible pricing—a longer profit 
when in style and perhaps no profit 
when out of style. Now is the time 
for every shoe to be evaluated on its 
own salability. 

In this issue, Mrs. Hamilton Jef- 
fries is making specific studies of 
the apparel of women to be worn six 
weeks ahead. She starts off with the 
subject of Prints—at present salable 
and buyable in dresses—and tells 
what shoe blends with each costume. 
We believe that this process of 
thinking in terms of one shoe at a 
time, sold over the fitting stool and 
staying sold is an important subject 
to consider. 

Men who make buying and selling 
decisions daily — need to consider 
one shoe at a time. These men are 
thinking in terms of 95 per cent 
sales planning—with the result that 
there stores are living instruments of 
business. No stock is dead when it 
is being handled, thought about, 
moved —even though it goes out 
profit-less. Maybe not profitless ex- 
actly for there is profit in prestige 
in a new customer interested, even 
though the new dollar is not ex- 
changed for the old. 

Courage to venture returns. Cour- 
age to risk is here. There is a 
stimulation to business this Spring 
coming in the promotion of live in- 
terest in Spring merchandise. Dur- 
ing February and March it may be 
well to work on the plan of selling 
one pair of new shoes to every two 


THE buyer no 





pair of shelf-warmers. That's al- 
ways a good policy, providing it 
leads to a cash register impulse— 
not only in first sales but in sub- 
sequent sales to that customer. 

We see developing, in all lines of 
business, in all lines of merchandis- 
ing, the intensive six weeks selling 
season plan. In other words, the 
merchant is now buying for the six 
weeks selling period opening Easter 
Monday. This is Spring indeed— 


six weeks from April 6th to May. — 


18th. Then follows the early Sum- 
mer six selling weeks to July 4th. 
“It’s a great plan if you don’t 


|: a 
ANOTHER 


—What caused the Amer- 
ican people to lose their 
purchasing power? 


—They haven’t lost it, 
they’ve hoarded it. 


—ls their purchasing power 
still great? 


—Greater than ever be-. 
fore. 


enone have they hoarded 

it? 

—Savings bank deposits in 
the State of New York 
alone increased more 
than $40,000,000 during 
1930, setting a new high 
record. 


—Wasn’t most of this gain 
made the first half of 
the year? 


—No Sir! December 1930 
surpassed all previous 
monthly records for the 
increase in savings bank 
business. 


Everit B. Terhune, 
President 2 
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weaken.” It’s a great plan if you 
anticipate weeks and months ahead 
in your entire promotional scheme 
through the window, advertising, 
sales staff and all publicity going 
hand in hand with the buying of 
new shoes, so as the season of six 
weeks opens everything is ready for 
the “battle of the dollar.” 

Measure the rest of the season 
in six weeks impulses and see what 
an opportunity it gives you for mov- 
ing new shoes onto the shelf and 
moving them off with equal speed 
and certainty. Now is the time to 
buy right and sell the right shoe at 
the right price with the right ser- 
vice. 


Kindle Desire THE plain 
truth is—some- 


for New Shoes 
thing has got 


> to be done to 
_ stimulate — the 
inclinations of people to buy again. 
“Do without, go without, and be 
without” are the “blindfolded mon- 
keys” of this modern menace to the 
natural laws of business. So give 
us an early Spring impulse—wheth- 
er by weather or whatnot—towar( 
new clothes and new shoes and we 
will see mankind’s desires and ap- 
petites revive again. Sunshine holds 
greater promise with every day’s 
‘passing and a desire for new shoes 
may be first of the indications of 
better times ahead. Shoes rightfully 
lead the forward march. 

What shoes are needed to kindk 
desire and to increase the inclinatio: 
to buy? There’s the problem—wit) 
so many shoes available. It was Josh 
Billings who said that “finding « 
cat was a hard job—not becuz 
there wuz so few cats, but becuz 
there wuz so many’—and so it i 
with Spring and Summer footwea 
—what selections, what materials. 
what grades—for this is one seaso: 
wherein the merchant has no room 
for a mistake. And so we deem 
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Is an Industry to Lose a Spring Season for Want of New Shoes? 





our job to put the emphasis on the 
right shoe for the right use, in the 
right materials, to hit the right price 
that will give the right profit to the 
merchant because of the real pleas- 
ure it will give the wearer. 

It is for every merchant to direct 
his customer’s selection of shoes so 
as to do away with confusion and 
restore confidence. We see a brave 
steady march toward Spring made 
possible by a sane stimulation of 
style in footwear. 


-_——— 


Your Duty THE unemployment 
° situation is getting 

Is Plain intolerable. It has 
> reached a stage of 
despair, for many a 

man who is competent to work, will- 
ing to work and yet there is no work 
for him to do. Even the “jack-of- 
all-trades” is as bad off in this situ- 
ation as the man who is a specialist 
in one job alone. We are in the 
midst of a situation that necessitates 
the interest and action of every indi- 
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vidual possessing a job, lest he in 
turn lose what he has. We just can't 
go along with between four and a 
half and five million wage earners 
in involuntary idleness. We are be- 
ginning to sense that this is not only 
a depression but it is more than a 
catastrophe—it’s a plague. It’s so 
contagious that unless each one of us 
tries in some way to check it, it may 
become a menace to everything that 
we possess. 

Stating the case in this brutal way 
is done with the hope of rousing 
shoe men everywhere to what they 
themselves can do in partial correc- 
tion of unemployment. We can talk 
all we want about unemployment in- 
surance and other means of prevent- 
ing a recurrence of this sort of thing 
but what is needed now is immediate 
results—not planned prevention. It 
is frankly an opportunistic situation. 
In a case of emergency, let us grasp 
it, in jobs of work that mean wages 
to the unemployed. 

Do you know that national, state, 
city and county projects in the shape 
of work in sight, amount to $3,053,- 


25 


000,000, but that a large proportion 
of this amount cannot be put into 
the pick and shovel stage because of 
needless and unwarranted delays. 
Giving examples—there is a big post 
office, running into millions of dol- 
lars, held up because local pride 
wants granite still to be mined, while 
limestone is to be had at a less price, 
ready for the job. The hole in the 
ground has been there for eight 
months because the business men 
and citizens of the community seem 
to feel that it is none of their busi- 
ness and that eventually the building 
will be erected. In another case, the 
building of a courthouse is held up 
because of local politics of placing 
it on “L” street instead of “K” street. 

We could cite example after ex- 
ample of delayed payrolls due to 
such petty politics. The theory of 
having federal, state and municipal 
work as a fill-in in times of depres- 
sion, is liable to be a boomerang 
against a time when general busi- 
ness does pick up and these deferred 
contracts then become competition to 
normal building. 

It is the duty of every business 
man to keep his eyes open as to any 
collective job that is delayed these 
days. When a job gets in the pick 
and shovel stage, it moves along to- 
ward the employment of all the 
craftsmen and one does not need to 
look very far beyond to see shoes on 
the shelf moving toward the cus- 
tomer’s dollar. 

President Hoover has said: “There 
is a solution somewhere and_ its 
working out will be the greatest 
blessing yet given to our economic 
system.” 

We do not expect the solution to 
come out of Washington, nor out of 
any political heart or head. It must 
come from every man in business 
doing his part to correct this major 
illness—the like of which we have 
never experienced before. 

Business realizes its responsibili- 
ties for the first time, toward a con- 
tinuous employment of the worker 
if it is to have a consuming come- 
back. 





Midseason Footwear for 


Now that mid-winter has 


passed, between-season footwear for the junior miss 
should receive a new promotion. Buyers should re- 
check their stocks and display in various sections of 
the department shoes that click with the season 


Two-strap square-toed type 

suitable for the smaller child. 

Patent leather or ‘dull black 

kid is the usual choice of ma- 
terials. 


The lower heel or semi-Cuban 
type is shown for the somewhat 
older child. The wide throat 
opening fits almost any foot 
: or instep. 


Square-throated model made 

up as a welt daytime shoe. 

Lighter kids are shown in these 

types for the spring selling 
season. 


By MADAME HAMILTON JEFFRIES, 


ahead as well as suitable numbers for immediate 
use. 

Case displays and table units often stimulate an 
urge to buy, while the introduction of a colorful beret 


or a brilliant scarf or the suitable gloves and stock- 
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Modern Junior Misses 


Fashion Editor, BOOT AND SHOE RECORDER 


ings to create an ensemble contrast, suggests that the morocco prints are to be found in advanced stocks. 
store is both style and fashion conscious. [t is anticipaved that Elk in one and two tones will 

Black kid calf and patent are being featured for be the favorite knock-about type and the moccasin toc 
iinmediate use while snake skins in one strap patterns, will lead in rubber and leather soled play and daytime 
swagger tans and trimmed effects in alligator and footwear. 


For the younger child, the rep- 

‘tile strap with the imitation or 

fancy leather combination is 

the accepted type for daytime 

occasions. It is smart and 
practical. 


Centre straps of beige kid with 

complementing buckles are 

always volume sellers. The 

covered Cuban heel is being 

favored this year on such types 
of shoes. 


Brown calfskin made on a semi- 
square-toed last. The saddle 
of alligator is complemented by 
the new shoe lace made to re- 
semble tweed effects. 
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A month where sales increase 
was made in the children’s department of Myers 
Brothers, Springfield, Ill., in 1930. That statement, 
made in the face of so many stories of marked de- 
creases, caused a “How did you do it?” to be put 
to Buyer Kramp. Concentrating practically on one 
line, and keeping right after the youthful customers 
is apparently the right answer. At a recent theater 
party, 3000 wildly excited children were entertained 
by “Uncle Bob.” All wore paper hats bearing the 
store’s name, so that there was no mistaking the 
firm responsible for the show. 

A Birthday Club has been developed. To become 
a member of this club, each child is required to reg- 
ister the parents’ name and address as well as his or 
her own. There is no obligation to register. Each 
one doing so receives a membership button. Then, 
when they buy a pair of shoes, they are eligible to 
call at the store on their birthday for a gift. Birth- 
day cards are sent to all on the list. Identification is 
made through the birthday cards. 


* * * 


It seems that those Rodgers brothers in Blooming- 
ton, Ill., are past masters in the art of getting close 
to their trade. Each brother runs a separate shoe 
store, J. W. has the Gerhart store, while H. H. oper- 
ates the popular priced J. W. Rodgers shop. 

The latter has a specialty of carting his X-Ray 
Machine around to all kinds of gatherings, from 
women’s clubs to church bazaars, High schools and 
even to the State Normal University. A snappy talk 
on feet and shoes, together with a demonstration of 


PEOPLE’S 


how the feet actualiy look inside the shoes, always 
develops real interest on the part of the listeners. 

For several years H. H. and his boys have been 
circulating around the trade that lives within twu 
or three hours’ driving distance. Audiences are 
assured, as Rodgers pays people to listen to him. 
And in real cash, too—at the rate of 20c. per adult 
head. If the Royal Neighbors, any woman’s club 
or society of any kind feels the need of a little money 
in their treasury, a deal is made with Rodgers, 
whereby they guarantee him a crowd of at least fifty 
people. On the agreed night the X-Ray machine, 
samples of shoes, the boss and one or two of the 
boys are on the scene. Immediately following the 
shoe talk, a check is handed to the treasurer of the 
organization. 

The stunt that J. W. Rodgers is working is some- 
what different. Various organizations are approached 
with the following: A donation of 5 per cent will 
be made to the lodge or society on all cash purchases 
that the society influences. Credit is only given 
when a purchaser says, “Please credit the So-and-so 
organization with this sale.” The store gets up a 
letterhead and a letter which is signed by the officers 
of the organization. This letter gives the details of 
the plan to the entire membership. As explained by 
Mr. Rodgers, this resolves itself into a case of “If I 
tell Mrs. Brown Gerliart’s has good shoes, that is 
just an advertisement. But when The Most Im- 
perial High Priestess writes all her members that 
same story, plus the reason why their organization 
will personally benefit, that constitutes an appeal 
which is worth real money.” 

Donation checks are sent out every month so as to 
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IDEAS 


keep the interest pepped up. While this plan 
has only been in operation a few months, it is 
developing considerable good new business. 








* 





* * 
There are eight regular Saturday extra men 
in The Big Shoe Store, Cedar Rapids, Iowa, 
five college men and three who work in va- 
rious manufacturing plants. As Sam Cohen 
wanted to measure the value of his extra men in 
their trade pulling abilities, he had cards printed 
reading “Meet me at The Big Shoe Store every 
Saturday.” The men wrote in their names. During 
the week the cards were put where they would do 
the most good, for the question was raised as to 


how many real friends each man possessed. It 
worked. 

And there’s also thought in No. 2 of Sam’s bag 
of tricks. All his P. M. shoes are out in the open 
on racks in the middle aisle. All sized out, but no 
prices appear. What P. M. shoes there are in this 
store are grouped at one price, yet no $1.98 signs 
are in sight. The reason being that a flash sign 
would at once attract the attention of the customers, 
and concentrate their attention on the $1.98 price, 
hereby lessening the chances of selling the $5.00 mer- 
chandise. Furthermore, not all sizes are on the rack, 
as may be imagined, and customers have that faculty 
of wanting the sizes which are gone. After selling 
a pair of $5.00 shoes, the boys dig up a second pair of 
the rack shoes. Maybe a couple of reasons here why 
business is so good in this store. 
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By HARRY R. TERHUNE, Field Editor 
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The Mason City, Iowa, Kinney store is still pick- 
ing considerable extra sales through the good old re- 
liable method of showing the goods, according to 
Manager H. L. Gore. In spite of slippers and galoshes, 
there is nothing so consistent an extra money getter as 
hosiery, and there is no method better than putting 
the stockings right in the customers’ hands. A few 
words on quality will do the work, especially when 
the hose club features are explained. With 2000 
hose club cards in circulation, no great amount of 
talking is necessary. 


A new slant on going after the men’s $5.00 bus- 
iness by a boy that knows, to wit:—W. C. Dohrer, 
who has a store in each of the Twin Cities. 

“When we need extra business the best results 
come when one shoe is selected and that is drilled into 
the trade. This time of the year it may be a mocassin 
type, black grain, double sole. If it goes particularly 
good, it may run into part of the next week. For fear 
it may go stale, a general window is always put in 
after a week’s specialization on any one number. Ex- 
perience has shown that it does not pay to keep one 
shoe in the limelight over a week or ten days’ period. 

“It is not much of a stunt to sell an extra 60 pairs 
in a week in the Minneapolis store alone, through 
this concentration. It dos not pay to feature a dif- 
ferent shoe each week, about once in three weeks 
seems to be the proper timing.” 

There are always a certain number of men in every 
community who can be interested in a particular shoe 
provided there is a real concentration of promotional 
effort behind it. To reach these men and to penetrate 
their natural inertia it is necessary to dramatize the 
shoe, thus, as it were, bringing it forcibly to the at- 
tention of the buying public. 
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Make an effort to know the strength of 

your competition? This chart illus- 

trates how you can determine in grades 

those stores competing in your par- 
ticular field. 


In this chart it is clearly defined that 

the intense competition naturally is 

concentrated in the volume field. Every 

merchant should know the number of 

outlets appealing to the customers in 
his range of prices and grades. 


Where Does 


J im Wilson had a wonderful 
hound dog. Ranger would follow the most difficult 
trail. He was a sure enough wonder, but he had one 
failing. He just could not tell the right end of the 
trail from the wrong end, consequently, whenever he 
picked up a scent Jim would wait until a damp or 
muddy spot was reached, then the footprints would 
indicate the direction taken by the quarry. Often 
Jim would be obliged to swing Ranger around several 
times before the dog could be headed on the right end 
of the trail. Once set going the right way, the hound 
could be depended upon to corner his game. 

This is not a dog story, but the moral of Jim’s yarn 
may be applied to many retail shoe men. Too many 
of them believe themselves to be on the scent of 
“Volume.” 

They are. 

But they are on the wrong end of the scent. 

“Volume’”—and only profitable volume is consid- 
ered—can not be permanently built through the sell- 
ing that is based wholly on a lower price appeal than 
usually exists in an establishment. 

“Cut Price” and “Cut Quality” are terms closely 
associated in the public mind. This great buying pub- 
lic is not foolish, neither have they suddenly deserted 
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their taste and appreciation of all the good things of 
life. 

Merchants in all lines of businesses know that cut 
price sales have lost their punch. It is because 
John Q. Public has been misled too often by the 
glaring alleged price reductions. He is fed up on this 
bunk—and junk. As a result advertisers are obliged 
to spend twice as many dollars to get the same results 
as obtained two years ago. 

Those shoe merchants who have the strength of 
their convictions in that they are not to be moved from 
running a quality store in a quality way, are on the 
right end of the trail. 


, heads of businesses 
the past year have seen fit to confidentially reveal the 
true condition of their business to this reporter. A 
few have shown good gains in both cash receipts and 
cash profits. A few, too, have proved by their books 
that while the sales may have been off from 5 per cent 
to 12 per cent, the net profits are greater and their 
inventories are less than a year ago. In each fore- 
going case, without exception, the established grades 
have been maintained. And what’s more—in a couple 
of cases the better grades have been materially 
strengthened. Chew over that! 

In all fairness, it should be stated that this is no 


Pollvanna stuff. The call for the top grades has 


Do everything to get volume, but be sure that the 
trail you are following leads down a path of progress 
and profits. It is easy to follow the wrong lead in 
building business. Be sure the gains are not made at 
the expense of sound fundamental merchandising prin- 
ciples upon which your store has succeeded. 


shown a material decline which started in January, 
1928. This trend, combined with the October, 1928, 
slump was sufficient to start a stampede on quality 
merchandise. “Price, Price, Price” is today’s “buy” 
word. “How cheap can shoes be sold?” is in the 
mouths of nearly all, save the one for whose par- 
ticular benefit all this hullabaloo is raised—Mr. Uti- 
mate Consumer and Family. 

Funny thing, but many wearers of ‘shoes are still 
interested in Quality, Style and Service. They are 
going to get all this, somewhere and somehow. So 
remember the failing of Jim Wilson’s dog. 


No one knows the right end 
of the trail any better than R. H. Syks, who op- 
erates the Hechert Shoe Co. in Appleton, Wis. He 
is one of those fellows who feel the chief function 
of a shoe merchant is the ability to profitably pro- 


mote new merchandise. In other words, this store 
is not given to seeing how great a volume may be 
rung up on the cash register, regardless of how it is 
collected, but in seeing how many satisfied customers 
may be served. 

“Price cutting,” believes Syks, “is a sign of weak- 
ness; also an admission that someone else is running 
the business. That someone is generally a competitor. 
Right now too many competitors are running other 
men’s businesses. 

“What if they do cut prices? Often the price cut 
is a sure sign he is on the toboggan. No one store 
can sell all the shoes in a community, but the chances 
of making the most money over a period seems best 
through maintaining the quality. It does not pay to 
fuss over what some other fellow may do. 

“Chart your competition to find out the precise 
boundaries. This sketch represents the various kinds 

[TURN TO PAGE 68, PLEASE] 
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IWANT TO KNOW... 


FACTS WITH FICTION FLAVOR 


SwepisH GIRLEe 
INSIST THAT (F 
THEIR, SHOES COME 
UNTIED, THEIR 
LOVER. IS THINKING 
OF THEM. 


THE FIRST AMERICAN TANNER , WAS 
AN INDIAN MAKING LEATHER. FoR. 
SHIRTS WIGWAMS, MOCCASINS, =tC. 
SETTLERS GAVE A BOTTLE OF WHISKEY 
FOR. AHIBE IN THOSEDYS 

MANY OF OUR. PRESENT DAY SETTLERS 


WOULD TRADE THEIR: OWN MBE FoR, 
ONE OF THOSE BOTTLES. 


41,852 SOLDIERS OUT OF 58,706 BRING BACK THE GOoD OLD DAYS 
WERE Fittep 4 to 32 SIZES SHORT. WHEN SHOES WERE WORN OUT— 
SITTING DOWN 
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A True Story and 
A Moral... 


IN BOOT AND SHOE RECORDER 
ON JUNE 28, 1930 — WE SAID: 


“May We Insulate Your Feet?” 


THE RESULT 


The buyer (name on request) of one 
of the country’s leading retailers of 
shoes saw this free offer. He decided 
to accept it and sent us a pair of his 
shoes. We resoled them and re- 
turned them to him. 


He wore them day-in and day-out in 
all kinds of weather — on all occa- 
sions. Darex Soles soon had another 
confirmed booster. The buyer was 
sold on Darex for his personal wear. 
In the meantime he watched the 
Darex advertising — heard about the 
extraordinary success of such prom- 
inent retailers as Best & Company 
with Darex equipped shoes. He 
decided to equip several models in 
his spring line with Darex Soles. 


His next step was to approach a 
manufacturer (name on _ request) 
who makes shoes for him and insist 
that he use Darex Soles. The result 


Many leading shoe dealers and manufacturers 
replied «Yes’’—and became convinced of the 
exceptional sales opportunities on Darex 
equipped footwear. 


HERE’S A SPECIFIC CASE 
THE STORY 


was that the retailer placed a sub- 
stantial order. 


THE MORAL 


1 — Darex Soles sell themselves to 
anybody who wears them. 


2 — Every retailer who wears Darex 


Soles is convinced that they offer him 


many unique and practical selling 
points and that, in Darex Soles, he 
has an exceptional opportunity to 
increase his shoe business. 


3 — Any manufacturer who fails to 
offer Darex Soles to his retailers is 
missing an opportunity and allow- 
ing business to go to some other 
manufacturer who is keeping abreast 
of modern developments in the shoe 
industry. 


DEWEY AND ALMY 


CHEMICAL COMPANY 
CAMBRIDGE, MASSACHUSETTS 


MAY WE INSULATE Your FEET? 
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ioe retailing, under 
present conditions, 1s no 
longer a one man job 


uccessful 
shoe retailing 1s rapidly 
becoming a job for an 
organization 


Meet 


a Group of Successful 


of the central and eastern divisions of Brown 
Plan retailers. 
The Brown Plan organization is growing very 


There met in St. Louis 


on January 19th, 20th and 21st an organization 
of independent retailers who, collectively, are the 
most successful independent shoe retailers in 
America. 


These independents have found the way to meet 
the keen competition that has developed in the 
past few years—the competition that expresses 
itself in price, in attractive stores, in aggressive 
selling methods and in service to the consumer. 
The photograph was taken at the annual banquet 


rapidly. It is attracting the better type of re- 
tailer who recognizes the Brown Plan as the 
modern, the logical way of doing business in the 
independent channel. The Brown Plan is organ- 
ized distribution—it is team-work. Brown Plan 
retailers have as their single source of supply the 
lines of the Brown Shoe Company, which have 
been built and balanced to give them every kind 
and type of shoe that they can sell at a profit. 


For the benefit of Brown Plan retailers there !1as 
been developed within the organization of Brown 
Shoe Company a retail fact finding and directing 
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Shoe Retailers 


department, which is entirely concerned with help- 
ing these retailers to put shoes through the front 
door at a profit. Retailers who have had some 
measure of success battling alone, usually surprise 
themselves and their friends when they get the 
co-operation and backing of this group of highly 
organized retailing specialists. The services of 


this central organization are supplied without cost. 


There is nothing secret about the plan. The 
stores that operate under it do not change their in- 
dependent status in any way. With the help of the 
central organization, these independents get rid 
of the petty worries and details that have handi- 
capped them and organize their business to get 
maximum results in volume and profits. 
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The plan is open to any independent retailer who 
has the necessary qualifications; namely, a satis- 
factory location, adequate capital to operate his 
business without financial help from Brown Shoe 
Company and good personal character and ability. 
There is no hard and fast contract binding the 
retailer to the arrangement. He can quit any time 
he wants to. However, the retailer who does, once 
he enjoys the benefits of the arrangement, is the 
isolated exception. The Brown Shoe salesman 
will be glad to tell you more about the Brown Plan. 


Wwsdirs Duos Govan, 


Saint Louis 


Manufacturers of BROWNbilt Shoes for Men, BROWNbilt Shoes for 
Women, and Buster Brown Tread Straight Shoes for Boys and Girls 





BEAUTY 


from 


BEAST 








* 


A herd of Spanish Milch 
Goats at Cadiz. These 
goats, as also in Italy, are 
driven through the city 
streets awaiting a_ cus- 
tomer for fresh milk. 
When one arrives the 
goats are milked on the 
spot. 


ALL ARE SURPASS 


LEATHER COMPANY, NORTH PHILADELPHIA 
Tanners of Black and Colored Kid 














‘le the average person the goat is an animal of 
none too savory a reputation. Indeed, from a moral point 
of view the goat has long been regarded, in literature at least, 
as an unworthy creature, linked to many unnatural and hor. 
rible vices—a creature fit only to die for our — ne own) 
sins—a scape goat. 


And yet from the skin of this ill-reputed beast comes the most 
beautiful of leathers—the most soothing to the feet— 
rendered by the height of tanning art into a delight to pao, 
to handle and to wear. 










So great is the preference for kidskin that the American 
tanneries alone annually absorb the hides of over fifty million 
goats, gathered from the far corners of the earth. 


Fi ae eee a ae aa 








DA 


Black Kangaroo _ Colored Kid Linii:gs 
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ADVEGNSING PAGES BBMOVED 


The Month in Hosiery — 


Better Business Develops 


) ae toward better 
business in hosiery, either on 
the producing or distributing 
ends is slow in materializing. 
Conflicting reports continue to 
come from the primary market 
and the retail field. Prices are still unsettled and 
further price revisions were made during the month 
of January. Branded lines, in several instances, were 
revised materially, the new prices being about in line 
with the open market prices established late last year. 
The one factor that is making for greater price sta- 
bility is the firmness and even advances in the raw 
silk market. 
a pound in raw silk during the month, however, has 
not yet been reflected in actual advances in hosiery 
prices. Distress stocks, while being worked down to 
some extent, are still large factors in the situation. 

The most important development in the primary 
market, so far as prices are concerned, is the addition 
to several leading branded lines of full fashioned silk 
stockings to retail at $1. With few exceptions, 
branded stockings, to retail at $1 and show the mer- 
chant his usual profit, are available from practically 
all makers of branded or nationally advertised hosiery. 
The development of the $1 stocking at retail also is 
widespread. Many retail establishments, even those 
which have pursued a constant trading up policy, are 
now handling the dollar stocking, the pressure of con- 
sumer insistence on stockings at this price, ascribed 
to the prolific advertising of dollar hosiery, being too 
strong to resist. 

With standard and branded lines dropping into the 
dollar field, further price cutting on distress stocks 
has developed, and retail prices on full fashioned silk 
hosiery have been forced, in special sales as low as 69 
cents, and in a few instances even lower. 

Downward revisions of prices have extended 
to ingrain hosiery, also. Not only have lower prices 


been placed on standard ingrain numbers, but new. 


numbers, made especially to get into the low price 
ranges have been added. There are now several ingrain 
numbers on the market which can be profitably re- 
tailed below $2 a pair. 

Whether or not twisted tram will replace grenadine 
in the dull hosiery picture is still debatable. The fact 
remains, however, that twisted tram yarn is growing 
in use rapidly. Throwsters report increasing sales of 
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Brightens Outlook; Mesh 
Stockings a Big Style Feature. 


. colors, while others favor the lighter shades. 


An advance of approximately 75 cents. 


Slowly, but More Price Stability 


twisted tram, largely at the ex- 
pense of grenadine. In addi- 
tion to being cheaper (close to 
a dollar a pound on comparable 
yarns), twisted tram hosiery 
carries no royalty in the mak- 
ing as does grenadine. This is a decided advantage 
from the manufacturing standpoint. 

Two schools of thought on spring hosiery colors 
have developed. Some are advocating dark sun-tan 
From 
all indications both the light and dark shades of sun- 
tan will be in favor with consumers, depending large- 
ly on individual taste. The swing away from the ex- 
act matching of shoes and hose or hose and garments, 
to the use of contrast, gives a wider latitude to color 
selection in hosiery than we have had for some time. 
In taking a broad look at the color situation, however, 
it seems certain that the big volume in hosiery is most 
likely to center on the neutral beige tones which har- 
monize with almost all colors in footwear and cos- 
tumes. 


A new high style note struck 
by one New York retailer is the exploiting of gloves 
and hosiery in color matching sets and another is an 
exact match in color between sport hats and sport 
anklets. Ideas such as this may be developed by in- 
dividual retailers as they see fit, and in a season where 
color contrast is the predominating feature, these ideas 
can be put over successfully. 

Rapid developments in the production of fine cotton 
hosiery in this country are forthcoming. With the 
combination of an American tariff and an overproduc- 
tion, imported lisle and other fine cotton hose have 
been hard hit here and many importers have given up 
the struggle of trying to operate under such adverse 
conditions. Producers in Germany and France, the 
principal sources of the finer cotton goods for women 
also have ceased to press for salés here, leaving the 
field, once the imported stocks are worked down, 
largely to those American mills that have been keen 
enough to venture into the field. In one direction at 
least, producers of full-fashioned cotton stockings 
seem to have struck a line that promises good profits, 
both to themselves and to retail distributors. That is 
the field of cotton mesh hose, which, if reports from 
the winter resort sections are to be taken as an indica- 











tion of what will be worn later 
on throughout the country, 
have a highly promising fu- 
ture. 

The question of mesh hose 
in general is one that will bear 
keen investigation on the part 
of the retailer of style mer- 
chandise. It is more than sig- 
nificant that at the style show 
staged by the National Shoe 
Retailers Association in De- 
troit, early in January in con- 
nection with that body’s an- 
nual convention, mesh hosiery 
was conspicuously prominent, 
not only in conjunction with 
the showing of sports shoes, 
but as proper accessories to 
wear with evening and street 
shoes. In other words, mesh 
hose are being given fashion’s 
approval for wear with a 
much ‘wider range of costume 
than ever before. 















This checks with 


the experience of leading pro- 
lucers of mesh hose who assert 
that current bookings are large 
and growing larger. In general, 
mesh hosiery is in a much bet- 
ter position than almost any 
other type of hose, due to the 


overproduced to the extent 

that ordinary hosiery has, and 

also to its growing acceptance among consumers. No 
little of this growing acceptance, incidentally, is due 
to the discovery, on the part of consumers, that mesh 
hose have exceptional wearing qualities, and also, in 
the sheer types, do not reveal imperfections as readily 
as do the plain knitted stockings. 

Speculation concerning the possible return of pure 
white hosiery into the summer fashion picture has been 
stirred by reports from Paris indicating the acceptance 
of this idea among smart women at the Riviera re- 




















































All cotton—even the hose —which are 
of the diamond mesh pattern, in a light 
sun-tan beige shade. The dress is gingham 


and the hat and jacket blouse are of white 
fact that meshes have not been pique 


sorts, and also reports from 
our own winter resorts denot- 
ing the same thing there. It 
is difficult to believe that 
women will again wear sheer 
white silk hose with their 
white costumes this summer. 
Leg blemishes show through 
the sheer silks in white too 
clearly for the comfort of most 
women. It is felt in some 
quarters that if pure white 
stockings return to favor, 
they will be the semi-sheer or 
even service weights in silks, 
plain white lisles or the lisle 
meshes. White lisle meshes 
are given a prominent place on 
the summer selling schedules 
of a number of leading retail 
fashion shops catering to 
smartly dressed women. Gray 
meshes, both in silk and in 
cotton also are touted as sure 
sellers to accompany the gray 
tweeds that are bound to ap- 
pear strongly in spring and 
summer sports clothes. 


Wile on the 


subject of sports wear, anklets 
deserve consideration. The 
combination of a white or col- 
ored anklet with plain white 
lisle stockings as the smart leg 
covering for sports wear seems 
to be an assured fashion note. 
For the younger women, those who are most par- 
ticular about the looks of their ankles, the straight 
cuff, rather than the turnover cuff seems to be the 
most desired style. The fact that the straight cuff 
sock is more elastic and fits more snugly around the 
ankle is a big argument in its favor. 

It is certain than an attempt will be made to exploit 
pastel colored hosiery again this spring and summer. 
Efforts along this line last year were not particularly 
successful, except in. isolated instances. 
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A Guide to Hosiery Color Selection 





COSTUME 


Admiralty Blue 


Guardsman Blue 


Amulet Blue 


Flower Blue 


Sea Sand 


Burma Tan 


Chukker Green 


Pistachio Green 





May Bud 


Blue Jade 


With the wide variety of 
costume and shoe colors that are being advocated for 
spring, the selection of hosiery to harmonize or con- 
trast becomes important. 
harmony, based upon the costume colors selected 


Below is a chart o 


Admiralty Blue 


| Admiralty Blue 


Sea Sand 


f color 


BAG AND SHOE 


Sky Gray 


eather or fabric to match 


Sea Sand 


Sky Gray 


Leather or fabric to match 


Sea Sand 7 
Indies Brown 


Putty Beige 


Reptile Tones 





Putty Beige 
Reptile Tones 


Paddock Green 
Black 


Paddock Green 
Indies Brown 


“Sea Sand 
Black 
Leather or fabric to n 


Indies Brown 


Indies Brown 


Putty Beige 
Black 


Indies Brown 


aatch 





Indies Brown 


Black 


Leather or fabric to match 





Singalee 


[Indies Brown 


Reptile Tones 





Sky Gray 





Star Gold 





Seashell Pink 


Sky Gray 
Indies Brown 
Reptile Tones 


Sea Sand 
Indies Brown 
Fabric or leather to n 








Sea Sand 
Indies Brown 


Admiralty Blue 


Swagger Brown 


natch 


for special promotion by the National Retail Dry 
Goods Association for spring and summer, 1931. 
The information is collected from the Color Correla- 
tion Chart for Spring and Summer, 1931, just issued 
by the Textile Color Card Association. 





Ivoire 


Putty Beige 
Tendresse 
Dusk Gray 
Muscadine 


Tendresse 
Dusk Gray 





Sandee 
Mayfair 
Beige Clair 
Sandee 

Mayiair 
Tanblush 


Sandee : 
Plage 


HOSIERY 


Mayiair 
Matinee 
Rendezvous 
Nightingale 


Matinee 


Putty Beige — 
Tanblush 
Suntan 


Putty Beige 
Reve 

Beige Clair 
Suntan 


Putty Beige 
Grain 





Putty Beige 





Putty Beige 
Mayfair 
Nubrown 
Dusk Gray 
Promenade 
Florida 


Putty Beige - 
Matinee 
Tanblush 


Suntan 


Sandee 
Mayfair 
Tanblush 


Sandee 
Mayfair 
Tanblush 


Tanblush 





Avenida 
Matinee 
Cafe 
Tanblush 
Bahama 


Mayfair 
Nubrown 
Promenade 


Putty Beige 
Nubrown 
Suntan 


Putty Beige 
Nubrown 





ed 


Cafe 
Flérida 


io 


Nubrown 
3Jahama 





Sandee 
Dusk Gray 
‘Manan 
Putty Beige 
Mayfair 
Suntan 





Sky Gray 
Almora 


Leather or fabric to match 


Sandee 
Mayfair 
Tanblush 
Beige Clair 
Ivoire 


Nubrown 


Tendresse 
Matinee 
Light Gunmetal 


Tanblush 
Sunbask 


Putty Beige 
Reve 
Caresse 
Suntan 





White and 
Off-White 


White (alone or trimmed with brown or 


blue) 
Swagger Brown 


Indies Brown 


Tanblush 
Mayfair 
Putty Beige 
Nubrown 
Beige Clair 


Suntan 
Sunbask 
Caresse 
Champagne 
Ivoire 





Black 
(alone or with 
color accent) 


bee 








Tendresse 
Dusk Gray 
Muscadine 
Gunmetal 
Manon 


Matinee 
Nightingale 
Duskee 

Light Gunmetal 
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EVOTED primarily to lace, net and mesh stock- 
ings, Clarke W. Tobin, special agent for the 
Gotham Silk Hosiery Company, has issued an interest- 
ing catalog and color card, which not only pictures 
leading mesh patterns and shows colors, but contains 
as well special plans and model stocks for specialty 
hosiery sections in four different sized cities. These 
plans are arranged to give a six-time turnover per 
year. The plans cover cities from 10,000 to 25,000, 
from 25,000 to 50,000, from 50,000 to 100,000 and 
above 100,000. All the stockings shown are sold 
under the K. T. C. trademark. 


a 


OLLINS Hosiery Mills, Des Moines, Iowa, in 

addition to having Maison Ardanse (Baroness 
Accurti) of Paris sponsor their new lace top, stop 
run stocking in her spring couture showings, also is 
establishing a Paris fashion service for the benefit of 
Rollins dealers. Special letters and cables from Paris, 
as fashion developments warrant, will be sent to Rol- 
lins dealers throughout the year, along with sugges- 
tions as to methods of using this fashion informa- 
tion in hosiery promotion. 


A 


A NEW cold water soap for the washing of silk or 


rayon hosiery, underwear or gloves has been de- 
veloped by the Van Raalte Company and is being mar- 
keted by that organization through its regular dis- 


Here’s a hosiery department 
you can’t miss if you step 
into the new Golden Bootery 
in Albany, N. Y. It forms 
the entry way, which is three 
steps above the main selling 
floor of the shoe shop. Fin- 
ished in modernistic style 
the department merchan- 
dises hand bags and gloves 
as well as hosiery and shoe 
ornaments. 


News and Notes o’ Hose 








tributing channels. The soap will not be sold in drug 
stores, according to an announcement from the com- 
pany. 

The new soap, the company claims, is the result of 
months of experiment. It is in liquid form and is sold 
in bottles, packed one dozen to a special double tier 
container, which serves as a display feature on under- 
wear, hosiery and glove counters. 


A 


OHN H. SCHRADER, operating the hosiery di- 

vision of the Senack Shoe Company, chain store 
organization, which has been a division of the Con- 
solidated Retail Stores since May, 1928, is moving his 
headquarters from St. Louis to New York, where he 
will buy all hosiery for the forty-eight units in the 
chain and continue to direct the operation of the ho- 


siery division. 


HE Shoe Form Company, Auburn, N. Y., man- 

ufacturers of the widely known Fairy Forms for 
displaying men’s, women’s and children’s hosiery, have 
recently been granted a patent covering the weighted 
toe or balancing feature. This is covered by U. S. 
Patent No. 1,780,744. 

W. J. DeWitt, president of the Shoe Form Com- 
pany, states that his company intends to take any 
action necessary to protect its interests against in- 
fringement on this or other patented features of Fairy 
Hosiery Forms. 
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Pensions for 
Employes of 
Farr Company 


ALLENTOWN, PA.—Retirement of 
three employees of the Allentown store 
of the Farr Shoe Company was an- 
nounced recently at the annual banquet 
of employees of the firm. The affair 
was held in the Elks’ Club and was at- 
tended by 120 of the company’s work- 
ers from the Allentown, Bethlehem, 
Easton and Reading stores. 

Harvey L. Farr, who presided and 
who is directing the business of the 
Farr stores in the absence of the firm 
members, announced the pensioning of 
three employees who have been with the 
firm for many years, and whose faith- 
ful service and pleasing personalities 
endeared them not only to their em- 
ployers and co-workers, but to hun- 
dreds of the stores’ patrons. 

The three employees, who it was an- 
nounced would be pensioned on Jan. 
31, are: Miss Sally E. Snyder, who has 
been with the firm for more than 30 
years; Mrs. Minnie Rockel and Miss 
Minnie R. Lenhart, both with 26 years 
of service to their credit. 

Each of these ladies was presented 
with a handsome leather overnight bag, 
a gift from the co-workers of the Al- 
lentown store as a token of their es- 
teem and friendship. 

The retirement of these employees, 

while a surprise to everyone, was in 
accordance with the wish recently ex- 
pressed by Harvey H. Farr, senior 
member. of the firm, who, with his 
brother, Jacob L. Farr, are now in 
Florida. 
_ After a most enjoyable dinner served 
in the main dining room, and after the 
singing of favorite songs and other en- 
tertainment, addresses were made by 
Harvey L. Farr, Fred W. Mertz, gen- 
eral manager, and Charles Graham, ad- 
vertising manager. 

A short period was devoted to an 
open forum during which plans were 
outlined for the future development of 
the business. 

Other members of the management 
resent and who spoke were: Alvin H. 

ahn, manager of the Reading store; 
Henry W. Benner, manager of the 
Bethlehem store; J. Donald Farr, man- 
ager of the Easton store, and James A. 
Brey, assistant manager of the Easton 
store. 
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Credit Sales of Shoes Increase 


Returns Are Heavy, Especially on Merchandise Sold on Credit, 
According to Government Survey 


WASHINGTON, D. C.—Here are a few 
things that happened in shoe stores 
during the first six months of 1930: 

1. Total sales decreased 10.2 per cent. 

2. The proportion of credit sales to 
cash increased by 1.7 per cent. 

3. The collection percentage was 48 
per cent, which was better than the av- 
erage. 

4. The ratio of bad debt loss re- 
mained at 0.2 per cent of total sales. 

5. Returns on credit sales were 17.5 
per cent. 

These are the high lights, from a 
shoe standpoint, of a retail credit sur- 
vey just released by the U. S. Depart- 
ment of Commerce. This report covers 
532 establishments, of which 50 were 
shoe stores, all in large cities. The 
shoe man finds there an interesting 
comparison with other lines of business. 
For instance, the 50 shoe stores lost 
10.2 per cent in volume compared to the 
first six months of 1929, while business 
in the other lines decreased only 6.7 
per cent. It must be remembered that 
retail prices in general had fallen dur- 
ing the period under consideration, also 
many stores had introduced lower price 
lines than they carried in 1929. There- 
fore the 10.2 per cent loss in volume 
probably means a much smaller loss in 
pairs. This decrease in sales was 
fairly even for shoe stores of all sizes 
except for the lowest volume group. 

Of the twenty-four cities under in- 
vestigation, only three showed _in- 





creased sales for the six-month period. 
These were Baltimore, Minneapolis and 
Richmond, with an average volume in- 
crease of less than 3 per cent. 

In none of the shoe stores was any 
installment selling reported. The pro- 
portion of credit sales to total sales was 
46.0 per cent in 1929, but increased to 
47.4 per cent in 1930. Cash sales 
amounted to 54.0 per cent in 1929 and 


‘| 52.6 per cent in 1930. All these figures 


are for the first six months only. 

Of course this proportion of credit 
sales to cash is very much higher than 
would be shown by the country as a 
whole. The explanation lies in the fact 
that these figures come from only the 
largest stores and in the largest cities. 
The volume of these 50 shoe stores 
averages about $250,000, and this re- 
port bears out the usual findings, that 
the larger the store the greater is its 
percentage of charge sales. 

In fact, the stores with less than 
$100,000 volume showed only 27.7 per 
cent open credit sales, while those be- 
tween $500,000 and $1,000,000 did 55.0 
per cent of their business on credit. 

Shoe stores made an especially good 
showing on collections, having a collec- 
tion percentage of. 48.0 as against the 
general average of 42.6. These collec- 
tion percentages were computed in the 
regular way, by dividing the accounts 
receivable at the beginning of the 
month into the month’s collections. 

[TURN TO PAGE 68 PLEASE] 








“The management declared at the begin- 
ning of the business recession that it would 
maintain the wage scale and protect the job 
of the employe. In a period when unemploy- 
ment in general was widespread, we have 
maintained our payroll force and through 
part-time operations given our regular em- 
ployes an opportunity to work.” 


Bethlehem Steel Company 

















1837—1931 Po . 1837—1931 


We Can Supply Your Every Shoe Lace Want 


GLAZED FINISH SOFT FINISH 
MERCERIZED RAYON 
METAL — FABRIC — CELLULOID TIPS 


Why not consolidate your shoe lace requirements by pur- 
chasing from one firm, saving your time and assuring of 
quality, service and low prices? 


We are one of the largest and oldest manufacturers of shoe 
laces in the country. 


Our product is sold only by direct mill selling agents. 


SHOE LACE CO., Ltd. 


PROVIDENCE, R. I. 


DIRECT MILL SELLING AGENT 


UNITED SHOE MACHINERY CORP., Boston, Mass. 
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Strong Demand 
for Men’s Sport 
Footwear Seen 


BROCKTON, MASS.—Manufacturers in 
the Old Colony District, while they may 
not be looking forward to any great in- 
crease in pairage of all types of shoes, 
are at least assured of an increase in 
the pairage of sport footwear, if orders 
placed to date may be taken as an indi- 
cation. The opening of many new golf 
courses, particularly significant during 
a period of depression, augurs well for 
the future. One manufacturer has 
noted that an increase in pairage of 
shoes for golf players invariably is ac- 
companied by an equal increase in sport 
shoes for spectator purposes. In some 
years, his sales records show, spectator 
sports footwear will show a greater 
increase than active sports—in other 
years the active sports will go ahead 
of the spectator. 

This season manufacturers are bank- 
ing more heavily than in the past on 
the street sports type—footwear with 
sport patterns ‘but with not quite so 
much contrast as in the brown and 
white and black and white combina- 
tions. One of the best sellers is ex- 
pected to be the two-tone street sports 
shoe of tan and brown—or of light and 
dark tan. These are being made up, 
not so much in the semi-balloon toed 
last so popular in seasons past, but in 
round and even custom type models. 

The street sports type of footwear, 
manufacturers feel, opens the door to 
two-pair sales—one of the type under 
discussion and one of the dress type 
for informal afternoon and evening 
wear. 


Sol Rosenberg Dies 


Boston, MAss.—Sol Rosenberg, who 
until his retirement from business was 
the active head of the big wholesale 
house of S. Rosenberg & Son, Inc., died 
Jan. 28 at his home in this city. He 
was 74 years of age. 

Mr. Rosenberg began his career with 
a capital of not more than $5, and 
gradually built up the organization 
which bears: his name to a volume, in 
1919, of $4,000,000. In the early days 
of his business life he and his wife 
ran a small retail store in East Cam- 
bridge. Side line businesses, among 
others, were buying and selling horses 
and peddling brushes to shoe factories. 
On at least one occasion brush sales 
were made in exchange for shoes, and 
these shoes, placed in the stock of his 
Cambridge store, proved to be the be- 
ginning of his connection with the shoe 
industry. 

Subsequently, Mr. Rosenberg estab- 
lished a wholesale business also in East 
Cambridge, but was finally urged to 
come to Boston by H. B. Endicott, of 
the Endicott-Johnson Corporation. His 
first wholesale establishment was at 72 
Lincoln Street, where, using one floor, 
and employing two men and one girl, 
he sold $435,000 worth of shoes the 
first year, since which time his com- 
pany has become one of the largest, 
if not the largest, of its kind in the 
country. 

The affairs of the company are now 
being directed by his son, L. Rosenberg, 
who succeeded his father as president 
a little more than a year ago. 
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“Our business has always been a fair 
barometer of general business conditions, and 
we take pleasure in saying that inquiries are 
increasing and orders are showing substantial 
improvement. 
improvement of our business from now on.” 


We look forward to gradual 


Allied Die Casting Corporation 








Black and Brown for Fall Gaiters 


Rubber Manufacturers Association Makes Style Study and 
Arrives at Definite Conclusions Regarding Colors 


New York—What colors will be cor- 
rect in style gaiters for the next fall? 

This question has been of consider- 
able importance to dealers ever since 
style swept into the overshoe business. 
It has become increasingly important 
as the public has become more discrim- 
inating and style conscious. 

To assist dealers in more accurately 
forecasting the color demand during 
the 1931 gaiter season, the Rubber 
Manufacturers Association has gone to 
each rubber footwear manufacturer 
asking his opinion and the source of 
his authority. 

These manufacturers, their stylists 
and the various sources from which 
their style information is gathered are 
practically unanimous in the opinion 
that the consumer preference will be 
about equally divided between black 
and brown. These two colors will rep- 
resent practically the entire color de- 
mand, although gray will show signs 
of a certain amount of popularity. 

The reasoning of this, of course, ema- 
nates from the growing popularity of 
not attempting to match the costume 
with accessories, but rather to have the 
accessories contrast, yet harmonize, 
with the costume. Most of the manu- 
facturers and their stylists agree that 
brighter colors will be almost insignifi- 
cant. They tend to accentuate the foot 
and make the foot covering assume 
too much prominence. Women who are 
“in the know” where style is-concerned 
forecast a very definite falling off in 
the demand for what might be termed 
“garish” colors in gaiters. 

It is practically impossible to gage 
the demand for any particular shade 
of brown, but the rubber footwear man- 





Shoe Salesman Sought 


St. Louis—Friends of Albert Fishbain, 
who formerly sold shoes for a St. Louis 
house in Northern California, Oregon 
and Washington, are concerned over the 
fact that they have been unable to get 
in touch with him or learn anything of 
his whereabouts in six months. Any in- 
formation regarding him will be appre- 
ciated and if forwarded to Boot and 
Shoe Recorder will be transmitted to 
Mr. Fishbain’s friends. 

















ufacturers believe that by equally pro- 
portioning their purchases of style 
gaiters between black and brown, the 
dealers will more efficiently select mer- 
chandise and greatly minimize the like- 
lihood of accumulating stocks of obso- 
lete or slow-moving gaiters. 


Walker T, Dickerson Again 
Heads Shoe Firm 


CoLuMBus, OHIO (UTPS)—Officers 
and directors were reelected at the re- 
cent annual meeting of the W. T. Dick- 
erson Shoe Co., which took over the 
plant of the former Riley Shoe Manu- 
facturing Company about a year ago. 
The officers are Walker T.- Dickerson, 
president and treasurer; Louis G. Ar- 
gus, vice-president; Louis F. Rinehart, 
secretary, and Gordon, general 
superintendent. These officers, with 
C. G. Tetrick, C. G. Shriner and John 
Zuber, constitute the board of directors. 

It is announced that orders for spring 
are coming in nicely and the officials, 
especially in the sales department, are 
very much encouraged. The plant is 
now working at the rate of 800 pairs 
daily, and the production will be in- 
creased to 1000 pairs within a fort- 
night. 

Arthur Naftzger has been made Pa- 
cific Coast representative, with head- 
quarters in San Francisco. 

Clay Ogden, formerly associated with 
the Red Cross Shoe Co. in Chicago ter- 
ritory, has been made New York rep- 
resentative, and will divide New York 
City, New York State and other east- 
ern territory with Irving Hamberger. 


Improvement in Indianapolis 


(UTPS)—Shoe 
men in Indianapolis report a gradual 


INDIANAPOLIS, IND. 


increase in business. The come-back is 
slow, but sales volume continues to 
show a slight increase each day. 

Black heads the list in color favor 
for men’s footwear with tans of the 
darker shades running close, while the 
feminine fancy is varied, black and 
browns running about even. There is 
an unusual demand for pumps this 
winter, due probably to the mild winter 
and absence of adverse weather. 

Black moire is in fair demand, with 
sales showing an increase. 
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“HIGHEST GRADE ONLY” 


In Stock Service RETA 


: F.M.HOYT SHOE CO. 4 
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().. A. PACKARDCO., Makers 
BROCKTON 





NETTLETON 
Shoes of Worth 
A. B. NETTLETON CO. 


B. W. COOK, President 
N. Y., U. S. A. 
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Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 

SHOES 


Brockton, Mass. 














The Independent F ights Back 


[CONTINUED FROM PAGE 19] 


restraint and prevents self-expresssion 
and development of individual initia- 
tive. The ————_ of the indepen- 
dent merchant are his close tie-up with 
the community, independence and ini- 
tiative without restraint, the ability of 
sensing the needs of the local market 
and applying this ability in the right 
direction to solve problems of a local 
nature, and rendering the special ser- 
vices of credit, delivery, etc., which 
chains, because of the so-called efficient 
cash and carry service, have eliminated 
from their retail system. 

In making my chain store study, part 
of which was devoted to the indepen- 
dent retailer, considerable time was 
spent in contacts with progressive mer- 
chants from every section of the coun- 
try in a number of important retail 
fields. My sole object was to find out 
what methods the modern merchant was 
pursuing to meet the chains’ competi- 
tion. I wanted their personal views 
and actual experience, and so reports 
reached me that were, in a_ sense, 
amazing documents of accomplishment 
and success. which further convinced 
me and verified all my former beliefs 
that the enterprising merchant is keep- 
ing pace with the progress, and is re- 
adjusting himself to the changing con- 
ditions in distribution. If the evidence 
I have gathered can be accepted as 
basically sound, my belief is that the 
independent merchant will continue to 
dominate the retail field and will main- 
tain his leadership in his respective 
community—at least in those communi- 
ties where quality and personal service 
is still appreciated over mere price. 

Two thoughts were brought home to 
me in further evidence of the greatest 
progress made by the independent mer- 
chant toward his own economic read- 
justment. The outstanding thought 
comes from E. J. Williams of Roswell, 
N..M., who operates an up-to-date ha- 
berdashery shop, when he stated: 

“The most effective weapon I have to 
meet chain competition successfully is 
the knowledge I gained some years ago 
that the public does not owe me a liv- 
ing, and that the consumer is at liberty 
to purchase wherever he pleases. I had 
an argument several years ago with 
a local grocer on the same subject. He 
told me I was a fool. Today he is out 
of business while mine continues to 
prosper. We saw the chain store com- 
ing our way some several years ago, 
and we set out to keep our store in the 
minds of the people in the territory. 
We doubled our advertising and used 
every means possible, in and out of the 
store, to attract favorable attention and 
keep in the public eye. As for our 
methods of merchandising and adver- 
tising, we constantly study the trade 
journals and try to let nothing get by 
that will be worth while for our bus- 
iness. 

“We have been carrying daily adver- 
tisements in the local and weekly pa- 
pers for years. Most of our advertis- 
ing is of a personal nature—naming 
different men and women of the town. 
Of course, we use judgment as to how 
we mention these names. The most im- 
portant way the independent can com- 
pete with the chain store today is to 
line up with a number of reputable 
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houses and concentrate his purchases 
with them. The next is to advertise 
consistently; keep the window spotless 
and display it full of attractive mer- 
chandise; keep the store neat and clean; 
pays special attention to sales people by 
training them to meet and talk with 
people, and make friends for the store.” 
The thought—equally important in its 
significance, which I wish to pass on to 
you, comes from Foster Fletcher of 
Ypsilanti, Mich., who said, “I have 
found that it is impossible to get any 
business on sympathy. If sympathy 
could get you any business, the mer- 
chants on my street would all be rich. 
If the public wants the chain, that is 
what we are going to have. If inde- 
pendents are going to keep up with the 
chain, they must merchandise their 
stores to meet public demand.” 

What, then, do these two important 
viewpoints suggest? First, that your 
success will depend only on your ability 
to render a distinct service to your 
community—that unless you have some- 
thing of distinct value to your custom- 
ers, regardless of whether you have 
been a resident of your community a 
year or half century, you cannot ex- 
pect to win their favor unless you have 
something tangible in service to render 
in the form of price, value, or other 
special service; but whatever it is, you 
must be able to prove to your customer 
that you are in better position to serve 
your community than your competitor, 
the chain. You, as a merchant, must 
know your business and cater to the 
specific needs of your community. If 
you know your business, you need not 
fear the chains’ competition. ; 

I asked a successful merchant in a 
nearby city in New Jersey what he was 
doing to meet chain competition and 
was he waging a_ successful fight? 
“May I not correct the erroneous word 
‘fight’? you used?” he answered me. 
“This word should be ‘fright.’ There 
has never been a fight. Webster, as you 
know, defines the word fight to mean ‘to 
offer resistance; strive for mastery of; 
contest.’ Our progressive merchants are 
not only holding their own, but have 
never even paid much attention to the 
so-called chain store as competition. 
Independents who go under the cog- 
nomen of merchant, but who were 
never entitled to the prefix, would have 
never held their own had the so-called 
chain store never been born. They 
waged a ‘fright,’ spent all their capi- 
tal attending to the other fellow’s bus- 
iness, took a chill and never recuper- 
ated. 

“Now, then, the fact is that there are 
too many independents to start with, in 
most every line of endeavor, so the 
deaths of so many brothers does not 
make one sad. The chain store did not 
kill them. People who imagine that 
are laboring under a fallacy. They 
merely destroyed themselves as a se- 
quence of incompetency. The independ- 
ent merchant who knows his stuff, who 
concentrates on his purchases, who op- 
erates under a budget, who studies his 
business and who buys in dollars in- 
stead of dozens, is as good, if not better, 
than a chain store merchant and will 
be right there at the old stand ‘up and 
at ’em,’ long after the chain store unit 





folds his tent and silently steals away. 
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~SHOE-MANSHIP _ 








“X” Marks Where the Profit Lies 


“X” is the last pair in the dozen. The first eight pairs 
sold pay for the shoes. The next three pairs sold pay : 
the overhead. You must sell the last pair in every 
dozen at the full mark-up to make the full net profit. 
Too many lines mean too many “x’s” on your 
shelves. You can CONCENTRATE your 
buying and eliminate this hazard. The Cen- 
tral Store Plan is a plan of CONCEN- 
TRATION — CONCENTRATION of 
your buying so you can CONCEN- 
TRATE on your selling. The Central 
Store Plan has developed a great 
new idea for the progressive inde- 
pendent shoe retailer—SHOE- 
MANSHIP. Ask us about it. 


“ CONCENIRAT/OV 


CENTRAL SHOE COMPANY 


Manufacturers apy SAINT LOUIS 
fs \ 
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WHERE TO BUY 


Men’s & Women’s 
Slippers 








MEN’S FINE 
HAND TURNED 
SLIPPERS 


Manufactured 
by 






ten 
from $2.00 to $2.65. W. S. CHASE & SONS 
Send for Catalogue. Haverhill, Mass. 


Boston Office: Room 501, Statler Bldg. 


€ 90000069 (GS IOOO OD 


Turns only 
Priced, $2. 10 to 
$3.25. 


IN —f 
No. 1434—Tan , 
Kid Everett y/ 1 
C-D-E, $2.60 j 









No. 1435—Tan 
Kid Opera 
C-D-E, $2.60 





Ok} L. B. EVANS SON CO., Wakefield, SPN) 


Prices * 








HORCO SLIPPERS are made better— 
and sell better—than any other slippers 
on the market in the popular price 


class. Catalog on Request 
VINCENT HORWITZ Woo > ine. 
64-76 W. 23rd St. ork City 














High Grade Mules 
and D’Orsays 





Catalogue sent on 
request 


ana Footwear Mfg. Co., Inc. 
actory Salesroo 


153-159 West 27th New York City 








- WHERE TO BUY 
Shoe Forms 


S/R ULOYRLIRS 


for Shoes and Hosiery 


made of white, 
transparent or colored 


‘4 ‘ FAIRYLITE 
Shoe ull Co., Ine. Auburn, N. Y. 

















“Federal, state and municipal public 
works constitute a lever which the country, 
as a whole can bring to bear against un- 
employment. We know that of this type: 
of work $3,053,000,000 worth is now in 
sight and of this amount $1,221,800,000 
can be started in the next few months.” 








Col. Arthur Woods, chairman 
President’s Emergency Committee for Employment 








Famed Dancing Master to 
Teach Radio Class 


New YorkK—A definite, concrete con- 
nection between dancing and the shoes 
of the dancer will feature the new se- 
ries of radio programs sponsored by 
Craddock-Terry Company, Lynchburg, 
Va., manufacturers of Natural Bridge 
Shoes, which had its inaugural Friday 
night, Jan. 30, over a network of the 
National Broadcasting Company. The 
new series will be known as the Nat- 
ural Bridge Dancing Class and will 
succeed the Natural Bridge Revue. 

The radio series will represent the 
first extensive tying-in of shoes and 
dancing. The commercial credits pre- 
pared for announcer reading will stress 
the importance of good-looking and 
comfortable shoes while dancing. “Look- 
at your shoes while you dance.” “Re- 
member others may be looking at your 
shoes while you dance,” the announcer 
will admonish listeners. 








New Style Theme From 
Colonial Exposition 


Paris, France—In the Bois de Vin- 
cennes, the international exposition is 
scheduled to open on May Ist; but as 
is the habit of all international exposi- 
tions, it will be lucky to be under way 
by the middle of June. 

France finds itself not merely a Euro- 
pean country with a diminishing popu- 
lation of 40,000,000 but now a world 
empire numbering 120,000,000 people of 
every race and color. The colonial urge 
is more particularly in the direction of 
Algeria and Morocco. The French have 
a new idea of creative colonization. The 
exposition proposed to make every col- 
ony feel that it is part of France. 
France, on its part, is developing a 
sympathetic fashion idea to let the entire 
world realize that the desert motif per- 
mits of a new theme in fashion. To that 
end, designers, coutouriers and all of the 
fashion authorities of France have cre- 
ated new fashions with white as a base 
and colors as decorations. 

As a tribute to the Colonial Exposi- 
tion, the United States government has 
appropriated $250,000 and they are re- 
producing George Washington’s Mount 
Vernon Manor house exactly as it ap- 
peared at the time Lafayette visited it. 

As a sort of rival attraction, Great 
Britain is staging the International Ex- 
hibition of Persian Art in London; and 
the globe-trotting of the Prince of Wales 
and his brother as a still further impulse 
toward international business. 











60 
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New Sport Styles for Men 


‘BostoN—Jordan’s men’s store is; 
making a first showing of men’s sport. 
clothes for 1931, fitting out those gen- 
tlemen who are going to winter resorts. 
of the South as well as paving the way 
for new merchandise for the spring in 
the North, when it comes. One costume: 
is that of narrow striped long trous- 
ers, a blue jacket of the double breasted. 
style and oxfords of white buckskin. 
with tips, stays and foxes of black. 
natural grain calf. A pipe goes with. 
this costume. 

The other outfit is in the brown 
tones, the coat of shaggy brown Scotch. 
cloth, having leather-covered buttons. 
the trousers being of full ankle length.. 
and the oxfords being of white buck 
with trims of brown grain calf. The: 
new idea, illustrated in this display. 
is that of the long trousers for sport 
wear in place of the familiar golf 
breeches of knee length. The chang: 
has its bearing on shoe styles for men 
generally. 





































Pfister & Vogel Tanning 
Company Formed 


MILWAUKEE, WIs. (UTPS)—Show- 
ing confidence in the future of the 
leather and shoe business, a new firm, 
to be known as the Pfister & Vogel 
Tanning Company, has been forme: 
here by Charles P. Vogel, who will 
serve as president. Mr. Vogel was 
formerly vice-president of the old Pfis 
ter & Vogel Leather Company. 

The company is occupying quarters 
in the Pleasant St. plant of the for- 
mer P & V concern. With Mr. Vogl 
will be associated Frank Belz, as vice- 
president and Stephen Pierson as sec- 
retary and treasurer. Both of these 
men were with Pfister & Vogel Leather 
Company in executive positions. 

By March 1 about 200 men will !« 
employed, at present 50 workers Case 
engaged in processing work — shve 
leather. The new firm is incorporated 
at $400,000. 













































Freedman Bros. to Adopt New 
Policy 


ATLANTIC City, N. J.—Freedman 
Bros. of Philadelphia and Atlantic 
City are making extensive preparations 
to convert their Blue Bird shoe shop 
on Atlantic Ave., Atlantic City, into a 
Natural Bridge shop. They are remod- 
eling this store and are making elabo- 
rate advertising plans, including 2 
radio program over the Atlantic City 
station of the Columbia chain, WPG. 








































com} 





FIVE-DOLLAR RETAILERS 


Eighty-one styles in light, flexible 


Fashion Fair dress McKays and 
Goodyear Welts for Women and 
Girls. Prices range from $2.60 
to $3.35, the average being $3.09. 
More than a 38% mark-up on qual- 
ity-built shoes of fine value to 
bring customers back for their 
next pair. Carried in stock for 


prompt shipment. 


, e P ‘ \ 

; e Fashion Fair Mat Cabretta with gun- 
metal lustre kid vamp, collar and 

strap applique. A touch of lizard calf 

trimming at the quarter. 19/8 Louis 


heel. Widths AA to C. Price $3.25. 
_ASTAR BRAND SHOE 


ROBERTS,JOHNSONS RAND 


Branch of International Shoe Co. 


St. Louis, Mo. 
“STAR BRAND SHOES ARE BETTER” 
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WHERE TO BUY 


Dancing Shoes and Taps 


CPO 6 8 hE OP 





TAP SHOES 


Im-8 TOOK 
Ne. wee. Kid 


Be. 9786—Patent 
Leather 


BROOKS SHOE MFG. CO. 
Swanson & Ritner Sts. 





Last Becomes First 

















Philadelphia 


STUDENT TAP 


An inexpensive tap 
shoe excellently 











SBND FOR NEW 
1931 IN - STOOK 
OATALOGUB B.S. AT 
ONCE DBLIVERIES. 





COOOOOHOOO OOOOOOOOOO 


or 4' 


WHERE TO BUY 


Dancing Sandals 


Di ae ei ie el 


SOFT 
9 
SOLE 
* KENDALL’S. ,sr, * 
Black Glove Leather Uppers 
Grey Elk Sole 
WOMEN $1.00—MISS $.95 
White Glove 
Leather Uppers 
White Elk 
Sole 


Women $1.15 
Miss $1.10 





Send for Circular 
DEPT. C. 











* KENDALL SHOE COMPANY * 
HAVERHILL, MASSACHUSETTS 








Col. A. L. Mercer 


PORTSMOUTH, OHIO (UTPS)—“The 
last industry has come out of the woods 
where it has been hiding since the first 
cobbler whittled a rude form approxi- 
mating the general shape of the human 
foot, and now takes its proper seat at 
the councils of high style authority,” 
said Col. A. L. Mercer, president of the 
Vulcan Corp., following conferences at 
the January style shows which he has 
visited. 

“When one considers that the styl- 
ing of shoes actually begins and ends 
with the last and that fitting quali- 
ties, not only begin but end with the 
last, one wonders why the industry has 
been regarded as a backstage, wood- 
working proposition for so many 
years,” continued Colonel Mercer. “If 
either style or fit is absent in the last, 
no amount of workmanship can put it 
in the finished shoe.” 

Colonel Mercer believes that a closer 
alliance between shoe manufacturers 
and capable last designers would even- 
tually eliminate a large proportion of 
the foot ailments now existent. “We 
as a nation are walking less and less, 
yet foot troubles have been on the in- 
crease,” he said. “Retailers and manu- 
facturers are showing a tendency to 
consider lasts first instead. of last when 
they are designing new styles to stimu- 
late trade. 

Colonel Mercer, in highlighting fash- 
ion trends, said that contrasting rather 
than matching is a predominant cos- 
tume tendency. 





Committees for Indianapolis 
Convention Named 


The Indiana Shoe Travelers’ Asso- 
ciation has announced its eighth annual 
convention committees for the conven- 
tion to be held February 15, 16 and 17 
at Claypool Hotel, Indianapolis. The 
complete list follows: 

Advertising—C. F. McNew. 

Registration and Dues—E. C. Smelt- 
zer. 

General Manager and Chairman 
“Rooms”—C. I. Slipher. 

Signs and Baggage—Roy Young, 
G. W. Hewitt, C. H. Shoop. 

Style Show—F. M. Brown, F. E. 
Neagele, Raymond Smith. 

Speakers—Homer Beals, Joe War- 
render, Richard B. Kirby. 

Insurance—Mark Meyers, Charles E. 
Wilson. 

Reception Committee—W. A. Lodge, 

. Jd. Evans, Ed. Swell, John Lucas, 
Charles Grossman, Jack Adams, Harry 
Dunn, Webb Bell, Harry Springate, 
F. O. Miller, Roy Salmon. 

Convention Advisory Board — H. 0. 
Warren, W. W. Risher, Charles T. 
Foreman, George L. Torey, Richard B. 
Kirby. 

Regional State Governors—R. J. Bow- 
man, Richmond, Ind.; Charles R. Gar- 
rison, Anderson, Ind.; Elmer C. Thomas, 
Mishawaka, Ind.; H. S. French, Terre 
Haute, Ind.; George C. Hickox, Ft. 
Wayne, Ind.; Frank Freund, Evans- 
ville, Ind. 

Master at Arms—A. F. McCord, C. T. 
Foreman. 

Entertainment—C. I. Slipher, Frank 
Brown. , 

Rubber Footwear — Lee Hirschman, 
Wiley Havens, I. Carl Mitchell, Fred G. 
Souders. 

State Shoe Retailers Committee— 
Arthur G. Brown, Indianapolis; Lew 
Fadely, Anderson, Ind.; Earl Bills, 
Richmond, Ind.; Louis Stein, New Al- 
bany, Ind.; J. C. Young, Indianapolis; 
Sam Scwartz, Muncie, Ind.; Paul 0. 
Kuehn, South Bend, Ind.; Ben Becker, 
Terre Haute, Ind. 


Acquires New Interests 


New YorK—F. B. Davis, Jr., presi- 
dent of United States Rubber Com- 
pany, has announced that final details 
of the acquisition by the United States 
Rubber Company of a controlling inter- 
est in the Samson Tire & Rubber 
Corp. of Los Angeles, Cal., have been 
completed, and also that the United 
State Rubber Company has acquired 
a substantial stock interest in the Gil- 
— Rubber Company of Eau Claire, 

1S. 








“The problem is to make incomes permanent. 
The problem of staple income for workers should 
be taken care of in a way similar to that which 
assures staple income on capital. 
partner in production undertaking and should be 
treated as such. Millions of workers out of em- 
ployment ask for jobs. Retail merchants anxiously 
await the return of these wage earners’ money to 


buy.” 


From Survey by American Federation of Labor. 





Labor is a real 
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A Better and More Profitable Year for You! 


rawford 
Shoes 


FOR MEN AND BOYS 
° 


x * 
Es 


SPRING 
AND 
SUMMER 


93! 


Chas. A. 


“In Process” 
means more than 
“In Stock” 


* 
ad 


The “In Process” department of the Charles A. 
Eaton Co. is an exclusive and protected system of 
helping the dealer lower his inventories and at the 
same time to increase his volume of business and 
his profits. 


By utilizing this method of buying the dealer is 
never over-stocked, because he can buy exactly in 
accordance with his needs, and does not guess and 
plunge. 


He knows, and he buys to meet it, frequently and 
in accordance with his sales and demand. 


The new Spring and Summer catalog of our “In 


Process” styles is ready. 


We would like to mail you a copy and help you 
to make 1931 a better and more profitable year. 


May we send you a copy now? 


* 


Eaton Co. 


“In Process Dept.” 
Brockton, Mass. 


A. EKATON 


Welcome to 
New York and 


OPPOSITE PENNSYLVANIA R. R. STATION 


aaee 


The Hotel with 
REASONABLY PRICED 
SAMPLE ROOMS FOR 
SHOE MEN 


1200 pleasant rooms each with Servi- 
dor, bath, circulating ice water and 
radio provisions. 


3 
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Wore Mears 


open 





| The 
7 ie — New 


Hote, EDISON 


“A hotel worthy of its name” 
A7th Street, just west of Broadway, New York 


1000 ROOMS—1000 BATHS 
RADIO IN EVERY ROOM 


New York’s newest mid-town hotel, offering 
for the first time a new standard of luxurious 
hotel accommodations at truly moderate rates. 


Single from $2.50 + Double from #4 - Suites from 87 








WILLIAM F. THOMANN, Manager 
































































WHERE TO BUY 
Ballet Slippers 








In Stock Black Kid 
Ballet Right and Left 
Last 


Ladies’ $1.25 pair 
Misses’ $1.20 pair 
Child’s $1.15 pair 
BLOG SHOE CO., INC. 
147 Duane Street, 
New York City 

















BALLET SLIPPERS—IN STOCK 
of the unusual kind 
Bi02 Bik. Kid Hand Turn 
Seft Toe 
Child’s 6 to 11—$1.35 
Misses 11% to 2— 1.40 
Women’s 2% to 8— 1.45 
Also Hard Toes 
SCHWARTZ & HERDER, Inc. 


Specialists in Ballet and Comfort Slippers 
241 No. ilith St., Philadelphia, Pa. 











Su mith 
@ALLETS 


Rights and Lefts 







Two Grades 


Sto seas sso 
\ 1.30 1.25 sUucr 
In Stock SMI 





325 West Monroe 














BLACK KID BALLET SLIPPERS 


MADE ON RIGHT AND LEFT LASTS 
Wom. Miss. Childs 
Style No. $00. 0hee $1.30 $1.35 






Style No. 60%.. 1.26 1.16 1.10 

Ovast Prices Slightly Higher 

Brooks Shoe Mfg. Co. 
Philedelphie— 


\Bwansen and Ritner Sts. 
Les Angelee—116¢2 Go. Hill St. 


REPUTATION 


—that’s what counts in 
| making profitable sales 
of theatrical footwear. 
| 





y -. 
f 


. 
} 


We make a complete line 
of dancing shoes whose 
merit is known to dan- 
cers everywhere. 


Write us! 


CHICAGO 


The Hoffert THEATRICAL SHOE CO. 
setieccvnel 209 S. State Street | 





Chicago, Ill. 
Coast Orders filled from: 
6715 Hollyweed Bivd., Hollywood, Cal. 





Studies American Styles 














Edmund Pfeifer 


New York—Edmund Pfeifer, of the 
M. & L. Hess shoe factory, Erfurt, 
Germany, one of the largest and most 
important in that country, is in the 
United States making a general study 
of conditions affecting the shoe indus- 
try, with special reference to styles and 
chain store distribution. 

Mr. Pfeifer is an American citizen 
and was formerly connected with a 
number of outstanding shoe manufac- 
turing organizations in this country, 
including Thomas G. Plant Co., where 
he was style man; Elco Shoe Mfg. Co., 
of Brooklyn, where he held a similar 
position; Johnson, Stephens & Shinkle, 
St. Louis; Martin Weinstein Shoe Co., 
Brooklyn, superintendent and_ style 
man, etc. 

Mr. Pfeifer says that the company 
with which he is now connected is mak- 
ing excellent progress in spite of the 
difficult financial and_ business condi- 
tions prevailing in Germany at the 
present time, and is selling much of 
its output in its own stores at the 
flat price of $4.10 for women’s shoes 
and $4.50 for men’s shoes. 





Moves to Farmingdale 


FARMINGDALE, N. Y.—R. Glass Shoe 
Company, Inc., formerly of Center 
Moriches, L. I., has moved to 281 Main 
St., Farmingdale, L. I 





Retail Shoe Merchants Name 
Candidates 


CINCINNATI (UTPS)—One of the 
largest gatherings ever held by re- 
tail shoe men in Cincinnati was the 
regular monthly meeting of the Re- 
tailers Association at the Shoe Men’s 
Country Club, Sunday, Jan. 25. Two 
tickets were nominated for the annual 
election, to be held in February, as 
follows: 

Regular—President, Joseph Mers- 
man; _ vice-president, Al Weyman; 
treasurer, B. Finke; financial secre- 
tary, F. J. Reuhrwein; recording sec- 
retary, G. W. Dohrman; directors, Ben 
Kessen, Charles C. Liebring, Lee Mers- 
man, Ben Stuntebeck,. William Frye, 
William Weckmeier; sergeant at arms, 
B. S. McDonald. 

Independent — President, Joseph 
Mersman; vice-president, John Klei- 
man; treasurer, John Weyman; finan- 
cial secretary, Andy Fogarty; record- 
ing secretary, A. G. Wohlstatter; di- 
_rectors: F. J. Weber, Charles Wagner, 
Robert Brinkman, Henry Stock, James 
Cowen, Fred Hilgeman; sergeant-at- 
arms, George Stalf. 


Lamb Chops and Leathers 


Peapopy, Mass.—Tanners here are 
handling more lambskins than ever, 
making them up into shoe linings, 
pretty leathers for baby shoes, and so 
on. Also, they are handling more do- 
mestic sheepskins. Now there’s a back- 
ground to this. People are preferring 
lamb chops to mutton chops, and so 
more lamb skins. 

New York City furnishes an aston- 
ishing number of lamb skins. Lamb 
chops must be one of its favorite foods. 
Swift & Co., the Chicago packers, say 
in their recent annual report that they 
handled more sheep and lambs last 
year than ever; hence the increase in 
the sheep and lamb skins in the tan- 
neries. 


To Promote Arch Shoe 
for Boys 


GRAND Rapws, MicH.—The Herold 
Bertsch Shoe Company of Grand Rap- 
ids, Mich., has retained George Har- 
rison Phelps, Inc., as advertising coun- 
sel, and plans are under way, accord- 
ing to Harry Torson, general manager 
of the company, for advertising and 
merchandising campaigns to push the 
newly introduced “Torson” arch shoe 
for boys as well as the company’s es- 
tablished lines of shoes of the same 











brand for men. 












1931 
Buc\ 
Ky * 


* 






x 


“There has been no reduction in the 
number or the scale of compensation of 
the Society’s employes, nor is such reduc- 
tion contemplated. On the contrary, there 
have been normal increases in numbers 
during the past year and further increases 
in numbers are expected.” 


Equitable Life Assurance Society 
of the United States 
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‘1931 AMERICA- 
FORWARD MARCH 


23) wave] 1S Striking Sparks of Confidence 


AM 
7 a All Over the Country 


ak ¥ The long haired in- 


FORWI ventor, who has been 


pictured to us as strug- 
li 


MARCH ‘pine for years Pe A little less than two months ago United Business 

. seep Publishers, Inc., offered this stimulating phrase to 
AMERICA Accept Challenge American Business. In this short time it has achieved 
a 











of Unemployment 

Me a ac oun H. Vee Devenrm nation-wide acceptance. Hundreds of business 
FORWARD 2 siiowed on tnt Job men have registered their hearty approval, and have 
a emmy testified to their appreciation of the campaign by 

IDS Time Works for jad making it the keynote of conventions, sales meet- 

AMERICA ,_— - ings, house organs and retail advertising ; while many 
cae. ane others have incorporated the insignia in their prod- 


Old, Father, Tiriends [er : , 
Ghsetdepregeed bus ucts and their business contacts. 
fast worker, but, be 

1931 me Chambers of Commerce, Merchant Associations 
AMERICA ‘Neves Feltne Dee {i fu and Business Men are writing and wiring for copies 
ae vey penunen | I of the Civic Promotion Plan by which better busi- 
i ieee enema EE ness sentiment can be fostered in communities 
FORWARD mand notes are renew- [© |)- . 
MARCH big: oothezs must ts Ir)" throughout the United States. 


ere Shee 























More than 100 newspapers, with a daily circulation 
a of over three million and a quarter, are publishing 
Pig some aN ok news releases conveying the slogan and spirit of 
the campaign—and giving a running inventory of 
the stabilizing factors in the business structure. 


Through its more than 600 editors and correspondents, the 
United Business Publishers, Inc., is able to closely gauge 
the spirit and temper of business—and is thereby given in 
trust the opportunity of reaching and influencing the think- 
ing of a large section of Business America. 


19 oe 

















fo * disco i 

stew! ane ¢ ment eye ray The growing appreciation shown for its publications is a 

fo) POSREIOM, by United Duome warranty of the integrity with which it maintains this trust. 
3” Bureau of Beonomh, 


FoR on as “1931 AMERICA— FORWARD MARCH” 


h ts, us out 


United Business Publishers, Inc. 


239 WEST 39th STREET, NEW YORK, N. Y. 


The following publications and services of the United Business Publishers, Inc., 
are sponsoring this campaign: 


= a Me . DRY GOODS ECONOMIST 
BOOT AND SHOE RECORDER 

AUTOMOTIVE INDUSTRIES HART MAGAZINES 
AUTOMOBILE TRADE JOURNAL NUGENTS 
MOTOR WORLD WHOLESALE HOSIERY AGE 
COMMERCIAL CAR JOURNAL 
DISTRIBUTION AND WAREHOUSING THE OPTICAL JOURNAL 
NATIONAL LUMBERMAN THE SPECTATOR 
THE JEWELERS’ CIRCULAR TOY WORLD 

MARCH ' SANITARY AND HEATING AGE ECONOMIST RETAIL SERVICES 
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WHERE TO BUY 





players given with er- 
bere 


MANOGLIS MFG. Co. 
4248 Ne. Crawford Ave. 





OF THE INDUSTRY 
| Tailored just a little nicer but priced considerably lower 


IMPERIAL SPAT MFG CO DENVFR COLO USA 


‘Sta ndard’ 


Watch “Standard” Spats in 1931 
§. Rauh & Co., 650 Sixth Ave., New York 
ee 


6 hh 8 


WHERE TO BUY 


Riding Boots 


Oi eli i eli ell eli i hl li edie eli call 


RIDING BOOTS 
IN-STOCK 


For Men, Women and 
Children—also 
Jodhpurs and Field 


ts. 


Write for catalog. 


J. 


iS 


CONN 
HOE cone. 








Sales Promotion for Spring 


[CONTINUED FROM PAGE 20] 


family members, and boarders if any, 
he asked if they were customers of the 
store; if not, why not. These facts 
were put on the reverse of the card. 





Address 
Wife’s name 
Children (and ages) 


Occupation 

(or Husband’s) 

Boarders 

Own Home 

Paper Read 

Average Price Paid for Shoes.... 











Figure 1 


The young man got information 
from 100 to 125 homes a day—and the 
census revealed a great many points 
that helped to increase business—be- 
sides building up a very accurate mail- 
ing list. 

For those who do not use the census 
plan, here are some sources from which 
names for a mailing list can be ob- 
tained. In compiling such a list there 
is a danger of waste and duplication. 
Check carefully. 


City Directory 

Telephone Directory 

Trade Directory 

City Tax List 

County Tax List 

Registration List 

Income Tax List 

Births 

Marriages 

Engagements 

Contests 

Licenses 

Permit List 

School List 

Automobile List 

Fraternal Organizations 

News Items 

Social Societies 

Church Organizations 

Society Notes 

Ledaer Accounts 

SALES SLIPS 

3. Systematized Mailing List. Much 
has been written about mailing lists— 
their sources and their proper handling 
—but amazingly little has been done by 
the majority of shoe stores (or any 
kind of stores) about getting down to 
brass tacks in its preparation and effi- 
cient use. The merchant who takes a 
lot of names from a telephone book to 
mail a general letter or folder two or 
three times a year, and goes no further, 
is overlooking the great possibilities of 
a thoroughly organized list, with spe- 
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cific information that allows him to 
place his shots. 

A card system is most practical. 
Use a 5 in. by 7 in. card. Use one side 
for prospects; the other for customers. 
If you take a census as suggested, you 
have information for a nearly 100 per 
cent list. P is for a prospect; the cus- 
tomer is listed on form C. 

The suggestions given will serve as 
a guide in making up cards to serve 
your purpose. While a stencil system is 
almost essential for a big list, for gen- 





PROSPECT 


Address 

Occupation? ................ 
Family (with ages) 

Owns Home? .................. 
RGU aie etc easton Netka carck 
Notes (Credit, etc.) ........ 


Letters, etc.: 





Figure 2 








4 | 
J\F|M|A|M|s|s|A|s 


olaete 
a a 





ATES Sd Ce * no 
Credit 


Date 





Purchase Sold by 





Purchase Sold by : 


Date 


Letters 











Figure 3 


eral mailings the best plan for the av- 
erage store is to use the newspaper for 
general ads, and select specific groups 
to be followed by mail from the list. 

Watching births. engagements, etc., 
is a source of possible sales by mail. 

By keeping a customer record (both 
cash and credit) you can discover if any 
fail to make a purchase regularly. If 
a purchase is made in March, tab the 
card for June check-up. Every store 
loses 10 per cent to 15 per cent of its 
customers yearly. Saving a part of 
them is a real help to increased busi- 
ness. 

4. Style Knowledge Among Sales 
People. The well-rounded promotion 
plan for spring, and 1931, should in- 
clude means of giving sales people ac- 
curate style-coordination information to 
increase their sales of style shoes. 
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Even in these times 


WE DO NOT FEEL WE CAN AFFORD TO 
SLIGHT QUALITY IN FAVOR OF PRICE 


We believe price, at present a major buying factor, 
reflects a determination to secure full value rather 
than a desire for cheapness. 


In the coming months the rewards of good business 
are going to those manufacturers, jobbers and mer- 
a a chants who have stuck to their guns, and resisted the 


able business relations -pri iti i 
Soe attacks for lower-price competition by maintenance 


satisfaction of the of maximum value at fair prices. 
ultimate consumer — 
not on the unstable 


basis of price. The Schaeffer policy has been always to produce the 
Windlass _ whelesslers best possible shoe lace. Since pure silk alone can 


who stock and sell j - : : 
we woe Oe give that combination of good looks and long service 


Laces are building which constitutes value in shoe laces, we have con- 


pn Regi. gs oq tinued to use nothing but pure silk. 


complete satisfaction. 

Since our business has continued in satisfactory 
volume, our customers must also have stuck to 
their guns and are now on the way to reap the 
rewards which invariably follow strict adher- 
ence to the policy of fair value for fair prices. 


uate 


SCHAEFFER & COMPANY 
222 Cedar Street, Reading, Pa. 














RETAILERS 


SALES ABILITY || =™ iP 


Know shoes as mer- N Gen. Calcutta Liz. 


' K\\\ chandise, shoes in re- ~ Se Toten 
N\\ lation to the cus- ’ <7 
K\, tomer. Know the lef Black Suede 


NN types and their pur- sD” Gen. Rajah Liz. Trim 


\\ poses—the kinds of \ a. > ; 
\\\ leathers. Fatten up 5 le Satin Mat Kid 
\\\ the pay envelope Gen. Calcutta Trim 


n- Combination Last AAA to D 
- ie lig “MADE IN PHILA. BY MASTER CRAFTSMEN” 


I} in your spare Cc. S. GIBBON CO., Inc. 
\ time. This won- 54 No. 4th St., Phila., Pa. _a= 
derful little | |x Send for Catalog es 


others—it will 
help you. Clip 


the coupon New Edition 
Shoe and Leather Lexicon 


today. 
. We are ready to take orders for at once delivery 
Price of the new and revised Shoe and Leather Lexicon. 
90c. with order This handy book of the trade is in its sixth edi- 
tion, over 100,000 copies now in use. Price 50 
meee ws SHOE RECORDER, 


it 9th Street, New York, N. Y. cents. 
Enclosed Digewe find fifty cents 


Money Order 
fe fend me 3, copy of the sisth n Revised Edition bs ‘THE SHOE and Boot and Shoe Recorder 
239 West 39th St. New York, N. Y. 


etait 
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WHERE TO BUY 


Women’s Shoes 


oS TO re 





‘The 


Internationally recognized as the acme of 
utility shoes. 
A product of 


SHAFT-PIERCE SHOE CO., Minn. 


Faribault, 








color 
combinations 
Unusual 
Profits 
Write direct 


Ultra-Smart Sandals 


BIARRITZ SANDALS, INC. 
83 West 27th St. New York 











CUSHION SHOES 


FOR WOMEN 
THE JOHN EBBERTS SHOE 00. INO. 
IN Buffalo, N. Y. aTocx 











WHERE TO BUY 


Shoe Accessories 


v2 


STOP THAT PINCH 
WITH 
EVER-READY SKIVED | 
VAMP BITE PADS 
Results assured se of ver~ 


becau: 
cushion felt gummed to stick, 
conveniently skived. 


Shoe Finding Mfg. Co. 
Wet INE CHICAGO 


vse 


Security 


23 S. Wells St. 


WHERE TO BUY 


Store Fixtures 


HAVE 1 COPY OF THE 
NEW GOODWIN CATALOG | 


rf SHOR STORE FIXTURI 
nd STORE INSTALLATIONS 





han 
terested in his problems. 


Edgar F. Shaw Dies 


St. Louis—Many in the shoe indus- 


try have learned with deep sorrow of 
the passing of Capt. Edgar F. Shaw, 
who for twenty years was a member of 
the Board of Directors of the Brown 
Shoe Company. He died at his home 
on Jan. 26 of heart disease. 
confined to his bed only three days, al- 
though he had been in ill health for 
several months. 


He was 


1 He was 75 years old. 
Captain Shaw was one of the pioneers 


of the Brown Shoe Company, beginning 
in his young manhood as a salesman 
in southeastern Missouri. 
ing for many years and reaching the 
position of leading salesman, he was 
given an executive position which he 
held until the time of his retirement 
about fifteen years ago. 
of the beloved men of the Brown insti- 
tution. 


After serv- 


He was one 


Captain Shaw is survived by his 


widow, Mrs. Alice Rozier Shaw, and 
two sisters, Mrs. Louise Shaw Hornsby 
and Sister Cora Shaw, a nun of the 


Sacred Heart Academy, St. Louis. 


Spalo Back at the Hub 
CHiIcaco—John Spalo has returned 


as manager and buyer of the footwear 
department of the Hub, one of the 
Chicago Loop’s biggest outlets for men’s 
and boys’ shoes. 
years he has been merchandising man- 


During the past two 


ager of Baskins Clothing Store, in 


which no shoes are sold, and prior to 
his connection with Baskins was for 
fifteen years with the Hub as buyer 
and manager. 


Where Does the Volume 
Trail Lead? 
[CONTINUED FROM PAGE 31] 


of competition faced by the different 
groups of stores. It must be taken into 
consideration that where the greatest 
volume exists there one will find the 
keenest competition. 

No. 1. The high-grade shoe store 
specializing. 

Nos. 2, 3 and 4. A good store cater- 
ing to three price class customers. The 
low grade in this case might represent 
the $6 to $7.50 price groups. 

Nos. 5, 6 and 7. Caters to three price 
groups, in a grade lower than the pre- 
ceding one. 

Nos. 8, 9 and 10. The specialty stores 
in the same group. 

Nos. 11, 12 and 13. A three price 
group or single store selling an even 
lower grade than the one represented 
in squares 5, 6 and 7. 

It will be seen that No. 13 has no com- 


petition outside his own grade. As his 
store is at the end of the price range, 


it may represent a shop selling second- 
d shoes, so we are not greatly in- 


No. 1 has one competitor, a store that 


divided its enthusiasm and sales get- 
ting ability over three fields, so is not a 
very near competitor. 
store in turn has competition aplenty 
in all price grades from specialty and 
general shoe stores alike. So has the 
store in the next lower grade, for that 
matter. In our case, where we elect to 
operate a store, in square No. 1 area, 
we feel that we are building a business 
that will endure.” 


This second 


Why Give Profits Away 
in Discounts? 
[CONTINUED FROM PAGE 23] 


I remember once, just once, when I 
offered a doctor a discount for sending 
me a customer. 

“My dear man,” he frowned, “T sent 
you that customer because I thought 
you would fit her right, and that your 
shoes would help her. I didn’t send her 
because I wanted any rake-off! This 
is a professional matter. I will recom- 
mend my customers here just as long 
as they get satisfaction. When they 
don’t, I won’t! You are working with 
me and for me; the customer looks to 
me for relief, you know!” 

When a doctor sends all his clients 
to a certain shop because he gets a 
rake-off, it ceases to be a professional 
matter, and takes on all the earmarks 
of a racket! 

And the idea of granting a further 
discount to policemen, firemen, and 
other city employees is just too bad! 
In fact, this matter of discounts is a 
sore spot which can, and in most cases 
should be, cut out—both for the retail- 
er’s own good and the good of the shoe 
trade. 

Another sore spot might be men- 
tioned now that we are on this subject 
of profits and economic principles: the 
— of hiring married women and 

meee them on the payroll while mar- 
ried men with families to support, and 
single women with others to support, 
are looking so eagerly for work. 

While the shoe trade may not have 
so many married women on their staffs 
as other lines, there are many ,undoubt- 
edly who could readily be supplanted 
by single women who really need the 
job—especia!ly in times such as these. 

It may take a little courage to hold 
to matters of policy such as these, but 
at least the retailer shows he has a 
standard, and his customers are bound 
to appreciate it in the end. 

If a man adopts a certain policy: be- 
cause he believes it’s right, that’s one 
thing. If he adopts that policy be- 
cause everyone else does it that way, 
that’s another thing entirely. 

After all, successful merchants have 
always had the courage of their con- 
victions, and those convictions are not 
usually based on giving profits away. 


Credit Sales Increase 
[CONTINUED FROM PAGE 55] 


For a good many years the average 
loss from bad debts in shoe stores has 
been reported at 0.2 per cent of the 
total sales. This figure is less than the 
losses usually experienced in other lines 
of business, and in this respect the 
present report runs true to form. 

All of which leads to the conclusion 
that the retail credit situation is well 
in hand in the shoe industry. Further- 
more, these 50 shoe stores lost only a 
negligible amount through fraudulent 
buying and bad checks, considerably 
under the average. Department stores 
were the heaviest losers in that respect, 
with losses of 0.3 per cent. 

But when it came to returned goods 
the shoe stores made the sorriest show- 
ing of all. The shoe stores had returns 
and allowances of 5.4 per cent on cash 
sales and 17.2 per cent on credit sales, 
compared with 3.9 per cent and 11.7 per 





cent for all lines of business. 
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REPCO STRAIGHT BACK BRUSH 
WIRE-DRAWN TYPE 
NO. 1800 — BRISTLE 


NEW 


REPCO CURVED REPCO CURVED 
srexenust” POLISHERS ond DAUBERS J “excxsnse 
WIRE-DRAWN TYPE 


STAPLED TYPE 


NO. 1000 — GRAY NO. 100—~ GRAY 


NO. 1001 — BLACK 


ers and daubers will withstand the 
most rigid tests as to quality of ma- 
terial, construction, and wear. Each 
polisher and dauber is made of the 
finest wood and bristle stock, while 
the wax finish is carefully applied 
and is lasting. Repco Polishers and 
Daubers are made in both the wire- 
drawn and stapled types, differing 
only in the method of fastening 
the bristle knots. 


For Sale by Shoe Findings Dealers 


UNITED SHOE MACHINERY 


“BACK BRUSH CORPORATION 


NO. 300 — GRAY 
NO. 600 =" OLACK BOSTON, MASSACHUSETTS 


REPCO DAUBER 
SHORT HANDLE 


NO. 550 — BLACK 
NO. 660 -— GRAY REPCO DAUBER 


LONG HANDLE (WIRE-DRAWN) 


NO. 250 GRAY 
NO. 490— BLACK 


REPCO DAUBER 
SMALL SIZE 


NO. O-GRAY 
NO. 0O— BLACK 





REPCO STRAIGHT BACK BRUSH 


Tuese unusually high-grade polish- NO. 101 — BLACK 


REPCO STRAIGHT 
BACK BRUSH 
WIRE-DRAWN TYPE 
NO. 1490— GRAY 
NO. 1650 — BLACK 


REPCO DAUBER 
LONG HANBLE 


NO. 350 — BLACK 
NO. 440— GRAY 


REPCO STRAIGHT BACK BRUSH 
STAPLED TYPE WIRE-DRAWN TYPE 


NO. 200— GRAY NO, 1600 — BLACK 
NO. 1900 -— GRAY 
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WHERE TO BUY 


Children’s Footwear 





Approved by Medical Men 


As-a fully ventilated 
shoe the Burkley Ven- 
tilated Foot Developer 
is unexcelled. Well 

surgeons recom- 
mend its use. 


Burkley Shoe Co. 
1156 No. Main St, 
Brockton, Mass. 











Children’ s Fine » Goodyear Welt Shoes 


‘THE GILBERT SHOE Co. 
THIENSVILLE, WS. 











High Grade in 
Welt Shoes in Stock. 


Wiswell-Santry Shoe Mfg. Co. 
: Cedar Grove, Wis. 











Oh Ee 


WHERE TO BUY 


Slipper Ornaments 


i ae 





BOWS Srnamean 


ef Every Description for 
Boudoir Slippers 


Pampens 


The right merchandise at the right time 
Belid cclers in stock—samples on request 
HY-GRADE SLIPPER SUPPLY CO. 
608 Broadway New York City 











PRANK D. MULLIN, not only a well 
known but extremely popular mem- 
ber of the National Shoe Travelers’ 
Association, died recently in San Fran- 
cisco after a brief illness. For many 
years he was the Pacific Coast repre- 
sentative of the Crossett Shoe Com- 
pany. Traveling for the same company, 
also, he made a number of trips to 
Honolulu and opened new accounts for 
his company in that part of the world. 





On the Selling End 


News of the Shoe Travelers and Sales Activities 


NEW line of 

hand woven 
Littleway and welt 
sport shoes, de- 
signed by John 
Conroy, who has 
recently become as- 
sociated with the 
Irving Drew Com- 
pany of Ports- 
mouth, Ohio, will 
be given their first 
showing by C. L. 
Spencer, represent- 
ing Irving Drew 
Company, at the 
convention of the Texas-Oklahoma Shoe 
Retailers Association in Fort Worth, 
Feb. 10, 11 and 12. Mr. Conroy was 
formerly with Smaltz-Goodwin Co. of 
Philadelphia. 


HE annual election of officers of the 

Wisconsin Shoe Travelers’ Associa- 
tion was held in Milwaukee Jan. 27 and 
the following were chosen to serve dur- 
ing the coming year: Fred E. Schmidt, 
Milwaukee, president; H. W. Klos, 
Madison, first vice-president; William 
L. McMannis, Milwaukee, second vice- 
president; L. L. Imig, Ray J. Wussow 
and R. C. Spranger, Milwaukee, board 
of governors. 

The association went on record as op- 
posing the contemplated 4c gasoline 
tax, which the Governor advocates. 
“We believe that such a tax would 
work an undue hardship on the travel- 
ing man, who must use his car in his 
daily duty,” C. W. Johnson, Wauwa- 
tosa, secretary of the association, said. 


John Conroy 


HE Committee on Railroads of the 

National Shoe Travelers’ Associa- 
tion, which committee is headed by 
“Bob” Moody, although in existence 
only one month, already has been in 
touch with roads in the West, South 
and Middle West in an attempt to 
bring about the hoped for reduction 
in rates to traveling men, which is one 
of the national association’s major ob- 
jectives in 1931. A valuable part of 
Chairman Moody’s work has been the 
collection and dissemination of the com- 
parative cost of mileage in various 
sections of the country. 

Beginning Feb. 1, it is announced by 
National headquarters in Boston, the 
Frisco line began the experiment of a 
flat coach rate of two cents a mile. 
Competing railroads made _ similar 
moves. In the Middle West the Chi- 
cago and Northwestern has introduced 
a similar rate for the period between 
Feb. 1 and April 30, during which time 
the road expects to be able to deter- 
mine whether travel really is stimu- 
lated by the reduction. A similar ex- 
periment is pans & tried by the Chicago, 
Milwaukee & St. Paul. 

It has been the coinaiion of the Na- 
tional Shoe Travelers’ Association that 
its members cannot make as many towns 
as they should and certainly not so fre- 
quently as they should, under existing 
railroad passenger rates; and that if 
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they did cover their territories thor- 
oughly the cost became exhorbitant. 
The association, working through its 
Committee on Railroads, with the as- 
sistance of the National office, hopes to 
be able to bring about a rate in every 
section of the country which will en- 
able all travelers to keep their expenses 
and that of their manufacturers at a 
minimum. 


OL. JAMES B. RICHARDSON, 

whose title oo back to the Civil 
War, and who, at the time of his retire- 
ment from active business a few years 
ago, was one of the oldest traveling 
men in the shoe industry, died recently 
in the United States Veterans’ Hospital 
in Milwaukee. He was 91 years of age. 
Colonel Richardson’s last position was 
as Chicago representative of the La- 
Crosse Rubber Co., which position he 
gave up when his wife died about four 
years ago. Until a short time before 
his death, however, he was actively in- 
terested in all association work, and 
was an extremely popular member of 
the Chicago Shoe Travelers’ Associ- 
ation. 


N Jan. 25, in Pittsburgh, Joseph 
Harris, secretary and treasurer 
of the Pennsylvania Shoe Travelers 
Association, and well known shoe man 
of Pittsburgh, had a remarkable escape 
from death in an auto accident, the car 
in which he was riding turning upside 
down after being hit by another car. 
Mr. Harris, his wife and mother were 
injured seriously in the crash, neces- 
sitating being taken to a hospital. All 
are doing nicely and are expected to be 


out very shortly. 
O. C. BLECHINGER of Des Moines, 
Iowa, was re-elected president of 
the Iowa Shoe Travelers’ Association 
at its annual meeting at Hotel Fort 
Des Moines recently. O. R. Hamilton 
of Des Moines, vice-president, and J. 
E. William Prescott, secretary-trea- 
surer, also were re-elected. 

Plans were discussed for the con- 
vention of the Northwestern Shoe Re- 
tailers’ Regional Association, to be held 
here Feb. 9, 10 and 11, and C. F. Hardy, 
of Des Moines, was named official 
spokesman for the travelers’ association 
at the retailers’ meeting. 


Ce ee a ee 


WHERE TO BUY 
W ork Shoes 





iSTOCK | ea 


Service {j] 
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ADVEREISING 


PAGeS pew OVED 





FOR RENT 


FOR SALE 








Shoe Department 
FOR RENT 


Completely equipped shoe department on 
the main floor of one of Chicago’s most 
progressive outlying department stores. 
Must show responsible, successful record 
and be a live wire merchandiser, capable 
of operating a volume business. Only 
those who can give department personal 
attention considered. 
Address C-324, c 
BOOT & SHOE RECORDER 
209 South State St., 
Chicago, Ill. 











STORE SPACE FOR RENT in smart new 
ladies shoppe. Wonderful opportunity for 
popular price ladies shoe department. Lease 
on commission or flat rental basis. W. M. 
FALK, Pensacola, Fla. 





SHOE DEPARTMENT for rent in liveliest 
and largest ready-to-wear shop. New modern 
building, ground floor. Opening March 7th, 
established 14 years, large following, popular 
and better grade. Population 22,000 drawing 
additional 50,000. Terms, percentage basis. 
Live wire operators can do over 60,000 volume. 
Wire, RUTHBERG’S, Middletown, N. Y 





POSITION WANTED 


FOR SALE— Complete shoe store fixtures, 
shelving, — ane a four thousand pair 
capacity. "OY ARX, 623 South Seminole, 
Okmulgee, ou. 





BUSINESS OPPORTUNITY 





MERCHANTS’ NEEDS 











CASH BUYERS 


We buy stock and fixtures for cash. 
Write or Wire. Our representative will 
call on you. 

J. FREDBERG & CO. 
175 Pleasant St., Malden, Mass. 
Phone Malden 1296 














WANTED TO PURCHASE 








If you contemplate selling your 
entire or surplus stock com- 
municate with us. Prompt at- 
tention given. 
KIRSCH-BLACHER CO., INC. 
590 Broadway New York 
Phone Canal 6-4298 and 4299 





Y OUNG MAN, 31 years old, neat appearing, 
understands fitting thoroughly, expert Arch 
Preserver fitter, references. Will go anywhere. 
SS GRAY, 819 Fairfield Ave., Ft. Wayne, 
nd. 





MANAGER and buyer of higher price shoe 
department desires position in similar ca- 
pacity. Experience over a period of eighteen 
years with one of the South’s leading shoe 
stores. Can furnish reference as to character 
=e prs, Can start work at once. Married. 

ONS, 1850 Edgeland Ave., Louis- 
Nie. ~~" 





We will pay the best price for 
your surplus or entire stocks of shoes, 
general merchandi: or department 
stores. le 

Phone - 

All matters strictly confidential. 


I. SIMON CO. 


101 Reade St., New York 
Phone Worth 5922 Bet. 1 














EXPERIENCED retail shoe manager. Neat, 
honest, and aggressive. Best references, 
even to last employer, 26 years old, can trim 
windows, write show cards, and handle adver- 
tising. Graduate Practipedist: Experience in 
chain store merchandising. Married. 

LARSEN, 630 E. Van Buren St., Ottawa, Ill. 





ANTED—Position as shoe buyer or travel- 

ing representative for chain store organiza- 
tion or independent merchant. Extensive ex- 
perience as manager, window trimmer and loca- 
tion man 7" opening new stores. Willing to 
travel. H. ROSENBERG, 996 Home St., 
New York Cry, N. Y. 





MANAGER—Age, 30, with ten years’ experi- 
ence in women’s shoes, five years as store 
manager, also window trimming experience; 
capable of handling large volume ; thoroughly 
familiar with chain store operation; have initia- 
tive ability, excellent references; willin to go 
anywhere. Address HERBERT BLEIBERG, 
1935 Clairmount, Detroit, Mich. 





BUYER- -MANAGER or Assistant Buyer— 
Women, men’s medium and high grade shoe. 
21 years’ experience. 12 years as buyer. Best 
of reference. Address C-320, care Boot and 
a4 a al 239 West 39th Sfreet, New 
or’ 





MANAGER WANTED 





RETAIL STORE MANAGER-—Good posi- 

tion for experienced, aggressive young man 
to take charge of store in good sized city in 
Maine. Popular priced family shoe store. Mar- 
ried man preferred. Must have excellent recom- 
mendations and be thoroughly experienced in 
merchandising, window dressing, and general 
management of a store of this type. Address 
C-323, care Boot and Shoe Recorder, 239 West 
39th Street, New York, N. Y 
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HOTELS 





M.~oO. POLLINGER co. 
216 HOLLAND BLDG., ST. LOUIS, MO. 





DARAGON 
Shoe Stretcher and Lengthener 


HE latest and last word. Will outwear twenty- 
five wooden Stretchers—in fact lasts a life-time 
Three size Lasts with each machine. $15.00 thru your 
Shoe Finder or direct from us. 
LAING HARRAR & CHAMBERLIN Ine. 
Sole Agents 
43 North Third Street — Philadelphia, Pa. 











arenes for Your Windows 
turistic Displays and 
Backgrounds 


Artificial Flowers, Vases, Windew Fixtures, 
beaer Eehtes Settings, Soones, ——.. Pa 


ibbon 
Puftin Fells, Flitters, Vatenses, Draping Mate- 
we 1 ras ae Send for Fancy Paper Booklet. 
rice Tick 

nave DISPLAY DECORATIONS 
118 West Broadway, New York 














MONTCLAIR 





a > a | 49th to 50th Sts. 
"Ill Tub and Shower Lexington Ave. 
$3 to 5 NEW YORK CITY 


en 800 Rooms 


Each with Tub 
and Shower 


Radio in Every Room 


For 2 persons 

#4 to %6 
per day 
Suites 


$8 to #12 


per day 
Special Monthly 
and Yearly Rates 


3 minutes’ walk from Grand Central. Times 
Square, Fifth Avenue Shops important 
commercial centers, .ding shovs and 
theatres nearby. 10 minues to Penn. Station. 

















HOTELS 





The Home Hotel 
of New York 


Homelike in service, 
appointments and lo- 
cation... away from 
noise and congestion, 
yet but a few minutes 
from Times Square... 
garage facilities for 
tourists. 


Room and Bath from 
$3 single $4 double 


500 Rooms 


Home folks will 
like this hotel 


HOTEL 


BRETTON HALL 
BROADWAY at 86th ST. 
NEW YOR === 









































HOTELS 


HOTELS 
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RATES 


Same Prices for 1 or 2 Persons in a Room 
ROOM, WITH USE OF BATH 
1.50 to 2.50 per day 
WEEKLY RATES FROM $9 UP 
ROOM, WITH PRIVATE BATH 
2.25 to 3.50 per day 
WEEKLY RATES FROM $14 UP 


Restaurant: Quality Food at_Moderate Prices 


Hort MARTINIQUE 


BROADWAY, 32nd-33rd STS., NEW YORK 




















FRONT, 


‘The 
reakers 
_ATLANTIC CITY N.S 


Extraordinary Reduction 
in Rates 


AS LOW AS 


Without Meals 
$2.50 Daily Per Person 
35.00 Weekly for Two 


With Meals 
$6.00 Daily Per Person 
70.00 Weekly for Two 


American or European Plan 
Hot and Cold Sea Water in All Baths 
Complete Garage Facilities 














New Catalog Issued 


LYNCHBURG, VA—A striking new 
catalog illustrating and describing the 
complete line of Natural Bridge arch 
shoes has been issued by Natural 
Bridge Shoemakers. The book is 11 x 
15 inches in dimensions and is hand- 
somely printed in colors. In addition 
to showing the complete line of Natural 
Bridge shoes, the catalog also shows 
the nature of the national advertising, 
dealer helps, radio broadcasting, etc., 
which the company is using to promote 
the sale of its products. 





Public Shows Interest 
in New Styles 


Kansas City, Mo. (UTPS)—Inter- 
est in the annual January shoe sales 
here is waning, according to reports 
from local dealers, and the attention 
of feminine shoppers is being absorbed 
in the first showings of spring styles 
in footwear. Business during the last 
week showed a slight decrease over 
previous weeks during January, despite 
the consistent lowering of sale prices, 
and merchants lay the blame for lack 
of sales on the very abnormal winter 
weather Kansas City is enjoying at the 
present time. 

All black is showing up in the better 
type of shoe for spring, with some- 
times the most subtle touch of reptile 
trim. For instance, a gunmetal kid 
pump has a very narrow ring lizard 
inlay on the throat and just above the 
heel on the outer side. Many shoes 
are solid black, however, with no sug- 
gestion of reptile trim. 

Gray snakeskin is predicted to be a 
leader for early spring wear, and blue 
Calcutta lizard will be shown much 
favor. Brown and beige are the only 
other colors given any prominence in 
spring showings. 

Patent leather is coming into its own 
again after several years’ exile from 
fashion and is being shown in regent 
pumps and plain straps. According to 
local buyers it will be as popular as 
ever. 

White kid and tosca cloth combina- 
tions are being featured by Andre Cre- 
ations at Kline’s here for southern 
wear, which indicates their preeminent 
position in style for town wear later. 
They also show black and white and 
brown and white combinations for spec- 
tator sports, featuring the tosca cloth 
instead of linen. 


16 














Send Glass Sizes for Estimate 
Designs end Materiais - No ODligation 


CAMDEN ARTCRAFT CO. 160 N.Wells St. 


CHICAGO. ILL. 





Rolling Step Ladders 
Enable you to reach your 
EBER “EGR, '| highest shelves conveni- 
rag 8 a | €ently. 
Sif. They last a lifetime 
and 








ens om —«i Are made in any style, 
: —</--—-=| shape or size to fit any 
EE: . i kind of shelving. 

Bes “ie-—| Write for general catalog 

pet ms and let us suggest the 








aa 


te} best ladder for your use. 

at Milbradt 

Manufacturing Co. 
Established 1898 
2416 No. 10th Street 
ST. LOUIS, MO. 































—wvi 
DISPLAY FIXTURES 


made by 
SEGALLESONS 


933 ARCH ST. 
PHILADELPHIA, PA. 


ARE BUSINESS GETTERS 
SEND FOR CATALOG 


Open Sales Office 


St. Louis—Powell & Campbell of 
New York have opened a western sales 
office and sample room at 1500 Wash- 
ington Avenue, St. Louis. H. L. Burns 
has become manager of this office. 




























Cartoonist on Brockton 
Club Program 


BrocKkTON, Mass.—A record attend- 
ance turned out for the recent meeting 
of the Old Colony Advertising Club, 
the attraetion being the appearance 
as honor guest of Bruce Bairnsfeather, 
well-known English cartoonist, creator 
of “The Better ’Ole” and other equally 
well-known cartoon serials. Mr. Bairns- 
feather gave a chalk talk and later 
threw on the screen reproductions of 
some of his cartoons and told how they 
originated. 

The program of the meeting was ar- 
ranged by a committee of which George 
Rand is chairman. An unusual fea- 
ture was the music furnished by the 
Winthrop Harmonica Band—all of them 
young boys. The date of the next mect- 
ing will be announced soon. 
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Boor 
com 


BUY as you SELL 


ae And Avoid Frozen Capital in End Sizes 
(Frese) The Recorder Stock and Daily Sales Record et 
OEE COn Mer You Do Just That! 

Insures Accuracy of Buying Judgment 


Black “If a $5 Gold Piece Falls Thra 
Cloth a Crack in the Floor”—is the 
Binder— title of our instruction brochure 
red imitation for keeping stock records:— 


leather back jt ; 
and corners, Supplied with each order for 
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One hour a day keeps your records 
complete— 

Every sale and purchase recorded— 
Visible daily turnover and sales re- 
port—with monthly inventory of each 
stock number— 

Shoes on hand, on order, due, returns, 
transfers in or out from branch 

hesstnishinsidenns etores— 











es ee ; oe FOR GROUP OWNED STORES 
—the Stock Record System used in 
conjunction with the MASTER 
STOCK SHEET and the central office 
CONTROL FORM, aleo a COMPARI- 
SON FORM for sales of total pairs 
by seasons and years, gives the mer- 
chant-owner complete stock control 
with style and sale trend. These 
three forme are illustrated and are 
supplied 

50 Sheets—$3.00 

10 Sheets—$1.00 

(minimum order) 

Each fits the STOCK RECORD loose 
leaf binder. 






























































Black Cloth Binder—1144" x 13%” 
—100 Daily Sales and Stock Sheets, 
1 Comparison Form, with 4 Inventory 
Pads (or 2 Inventory Pads, 100 
Sheets, and 2 Buying Order Pads, 50 
Sheets) and 1000 Carton tickets with 


clipe:— $9.00 


© West of Denver, $9.50 
Canada and Foreign, $10.00 


= Above, not including 

a CARTON TICKET S, $6.50 

‘ “Canade of by sec $7. a 

° ° ene anada an oreign, $7.50 
(New Revised Fifth Edition) Postage Prepaid—Check with order, please 


Your choice of DeLuxe flexible imitation leather binder ‘ 


shown above, or— Shoe Carton Tickets 
| Black cloth binder below. Per 1001 $1.50 for 6001 82.50 for 1000. 


Clipe on supplied when quantity ordered ts 500 or more. 
ge prepaid—check with order, please. 


MERCHANTS SERVICE DEPARTMENT 


Boot and Shoe Recorder 
1334 REPUBLIC BLDG. CHICAGO, ILLINOIS 
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Boot and Shoe 
Recorder 
Serves in 


Getting More Shoes Sold Right; not 
only “more” but “right”; sold for the 
right purpose, to the right wearer, in 
the right fitting, for the right price, at 
the right profit. This is the great 
problem of the retail shoe merchants. 
The chief purpose of THe Boor anp 
SHoe Recorper is to help solve it; for 
this is the basic problem upon which 
depends the progress of the entire allied 
industries relating to shoes and leather, 
their production and distribution. 





A Buying Guide to 








BOOTS AND SHOES 


Alden, C. H., Co., Abington, Mass....... 37 
Athletic Shoe Co., Chicago, Ill........... 64 
Ault-Shackford Shoe Co., Auburn, Me.... 41 


Bass, G. H., & Co., Wilton, Me.......... 











PEOPLE NEED SHOES 


THE INDEPENDENT FIGHTS BACK.... 


SALES PROMOTION FOR SPRING 


WHEN SHE WEARS PRINTS 


FROM THE EDITOR’s ANGLE 


M1D-SEASON FOOTWEAR FOR MODERN 
JUNIOR MISSES 


O. P. I. (OTHER PEOPLE’sS IDEAS).... 


WHERE DOES THE VOLUME TRAIL 
OEE Se Se rere 


I WANT TO KNOW 


THE MONTH IN HOSIERY 


A GuWE To Hosiery CoLtor SELEC- 
TION 


IN THIS ISSUE 






By Reuben Metz ............44. 17 
By M. M. Zimmerman 


Planning to Increase Business... 20 
With the First Flush of Spring. 21 


The Perplexing Problem of Dis- 
counts 










By Madame Hamilton Jeffries... 26 
By Harry R. Terhune.......... 28 
Progress and Profit the Goal.... 30 


Facts with Fiction Flavor....... 


A Regular REcoRDER Feature 45 
For the Coming Season......... 47 
About the Hosiery Field........ 48 





What’s Doing Everywhere 
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Biarritz Sandals, New York City........ 68 Levey Bros., New York City.............. 52 
Bleecker Shoe Co., New York City..... . oe 
Blog Shoe Findings Co., New York City.52-64 
Bob Smart Shoe Co., Milwaukee, Wis..... 1 McElroy-Sloan, St. Louis, Mo....... 2nd Cover 
Brooks Shoe Mfg. Co., Phila., Pa....... 62-64 Morse & Rogers, New York City.........- 53 
Brown Shoe Co., St. Louis, Mo.......... 34-35 
Burkley Shoe Co., Brockton, Mass........ 70 ee ne ee 58 
Norridgewock Shoe Co., Norridgewock, Me. 62 
Gapesie, Mew Werk Clty... .ccccccccsvass 62 NuWay Shoe Co., New York City........ 53 
Central Shoe Company, St. Louis, Mo.... 59 
Chase, W. S., & Sons, Haverhill, Mass.. 60 
Chicago Theatrical Shoe Co., Chicago, Ill.. 64 Old Colony Shoe Co., Brockton, Mass.... 58 
Clapp, Edwin, & Sons, Inc., E. Weymouth, 
Ms: sa.c¢¢ 006 6fusubeeehueeéenseesev seen 58 
Colt-Cromwell Co., New York City........ 71 Packard, M. A., Co., Brockton, Mass..... 58 
Connell, J. M., Shoe Co., So. Braintree, Paristyle Footwear Mfg. Co., Inc., New 
“IS IO Aba aie Sin ae eagle 66 ae a herr re 60 
Converse Rubber Co., Malden, Mass....... 13 Powell & Campbell, New York City....... 53 
Crafts, G. P., Co., Manchester, N. H...... 16 
Crescent Shoe Co., New York City........ 53 epcedin, Dien Bs Beccbton, Mass....... 58 
Richards & Brennan Co., Randolph, Mass.. 58 
Eaton, Chas. A., Co., Brockton, Mass..... 63 Roberts-Johnson & Rands, St. Louis, Mo... 61 
Ebberts, John, Shoe Co., Buffalo, N. Y... 68 
Edwards, J., & Co., Phila., Pa...... 4th Cover 
Evans’, L. B., Son Co., Wakefield, Mass.... 60 Saks, M. J., Shoe Corp., New York City.. 52 
Schwartz & Herder, Inc., Phila., Pa....... 64 
Shaft-Pierce Shoe Co., Faribault, Minn.... 68 
Fried, Lazarus, & Sons, New York City.. 52 | gmith, Wm. Summer, Chicago, Ill........ 64 
Friedman, B., Shoe Co., New York City.. 53 Stacy-Adams Co., Brockton, Mass........ 58 
rs ©. Gs PR ODS, sissies icsce cece 67 ‘ ae “Ana 
Gilbert Shoe Co., Theimsville, Wis........ qq | Sate Mites RebeF Se. How ee. 
Green, Daniel, Co., Dolgeville, N. Y...... 46 j 
Greenwald Shoe Co., New York City..... 52 
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Hazzard, R. P., Co., Gardiner, Me........ 7 
Horwitz, Vincent, Co., New York City.... 
Hoyt, F. M., Shoe Co., Manchester, N. H.. 58 








Keith, Geo. E., Co., Brockton, Mass...... 5 
Kendall Shoe Co., Haverhill, Mass........ 





































LEATHER AND OTHER MATERIALS 
















Allied Kid Co., Boston, Mass............. 11 
American Hide & Leather Co., Boston, 
Sc iaipccitisaeeeUees ie keene Rese. 2 
Armstrong Cork Co., Lancaster, Pa....... 10 
Barbour Welting Co., Brockton, Mass..... 1% 
Dewey & Almy Chemical Co., Cambridge, 
DG G0b6 as eswh CaORNE CS Wee SANE RENO R s' 33 
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Evans, John R., & Co., Camden, N. J.... 





Goodyear Tire & Rubber Co., Akron, Ohio. .14-15 





A. C., Leather Co., Peabody, 


Lawrence, 
Mass. 









New Castle Leather Co., New York City.. 











Northwestern Leather Co., Trust, Boston, 
ET 560k Su baRE RORY O0295 64 W Ree Mek eeeee 39 
Ohio Leather Co., Girard, Ohio........... i 













Surpass Leather Co., No. Philadelphia, Pa. ‘ 
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